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COAL AND COKE-HANDLING 
EQUIPMENT 





Can be built 


Hunt Pivoted Bucket Conveyor, 
showing Vertical Run 


any size— 
any length—any capacity 


Carries bulk material, coal, coke of bucket overlapping—material 


or ashes, noiselessly in any direc- 
tion without shock, breakage or 
violence. Three types of convey- 


being spouted into conveyor ‘in 
constant stfeam without spill or 
scatter. 
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ors are manufactured: “Stand- oke ane 


_~ ae 
problems up to us. 
being separately filled; “Contin- OVS a9 jzpou satis- 
uous,” with edges of bucket in acti du’ Fee want 


contact; “Tip Type,” with edges 


ard,” with independent buckets, 
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Cc. W. HUNT CO. Inc., West New Brighton, N. Y. 


Phillips, Lang & Co., Inc. 
538 S. Dearborn St., Chicago, Ill. 


Ernest F. Learned 
141 Milk St., Boston 9, Mass. 








Hunt Pivoted Bucket Conveyor 
showing Paw! Driver 
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The By- Produet Coke 


Industry Moves 
Forward 


The Carnegie Steel Company has awarded The Kop- 
per s Company a contract to builda 366 oven extension 
to their by-product coke plant at Clairton, together 
with a by-product plant and benzol motor fuel recov- 
ery plant. This is important as an indication of the 
general upward trend of business and the continued 
abandonment of the beehive oven as a source of coke 
supply. 


Even more important is the Carnegie Steel Com- 
pany’s decision to build the New Type Koppers Com- 
pany Combination Oven, a logical sequence of the re- 
markable performance of this-oven since it was first 


placed in operation less than nine months ago. 


There are now 408 ovens of this new design in op- 


eration or under construction, as follows: 


Carnegie Steel Company, Clairton, Pa... .366 ovens 
Weirton Steel Company, Weirton, W. Va. 37 ovens 
Chicago By-product Coke Co., Chicago,Ill. 5 ovens- 


Total 408 ovens 








To HUH 


The KopPeERS COMPANY 


pest ners and Builders of 
By-Product Coke & Gas Quens 


PITTSBURGH, PA. 
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To efficiently serve 
your needs 








Connersville Boosters and Exhausters at Astoria, where Connersville Gas Pumps are Standard Equipment. 


' CONNERSVILLE 
GAS BOOSTERS AND EXHAUSTERS 


HE Connersville Gas Boosters and Exhausters are so universally known 
‘3 throughout the gas industry that there is little new information to be 

given concerning them. Limiting the design and construction of these 
machines to the two impeller rotary positive pressure type, improvements 
have been made from time to time in order that the needs of the Gas Com- 
panies might be most efficiently served. Connersville Gas Boosters are built 
not only in the standard horizontal and vertical low pressure types, but also 
in the “Boston” type for higher pressures. 
“£ Connersville Gas Boosters and Exhausters are built in sizes ranging 
up to 300 cubic feet per revolution and for high pressures up to 10 Ibs. per 
square inch. 


CONNERSVILLE BLOWER CO. 


Connersville, Ind. 
CHICAGO, 1431 Monadnock Block NEW YORK, 114 Liberty Street 
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Sales Co-operation Vital to Increase Send-Out 


By WILLIAM RIVERS BELL, Sales Manager Haverhill (Mass.) Gas Light Company 


The problem of selling more gas is one of very 
vital interest to the gas companies to-day and of 
especial interest to the sales departments, because 
that is their particular job. What are we as sales 
departments doing to solve this problem? Are we 
keeping up the gas send-out or is it slipping back day 
by day from the recent high mark? 

During the period following the close of the war 
there was a very large demand for gas and the in- 
creased sale resulted in many of the sales depart- 
ments taking the attitude that the gas idea had been 
thoroughly sold and consequently they could sit 
back and take it easy. However, with the advent of 
the depression the error of this attitude was shown 
and the realization came that if the send-out was to 
be kept up, some very drastic action must be taken. 
The large industrial load that most gas companies 
obtained, often without any effort on their part, sud- 
denly decreased to a small percentage of its former 
volume and the truth was forced upon us that the 
use of gas in the home is of vital interest to us if we 
are to minimize the effect of industrial depression. 


Reorganizing Sales Forces 


In attacking the problem of the sale of gas in the 
home, we should analyze the methods of the past to 
see wherein they can be improved. During the pe- 
riod of the war and the inflation at its close the per- 
sonnel of the sales departments was sadly neglected, 
with the result that most departments are faced with 
the necessity of building up a completely new organ- 
ization. This requires much time and effort and 
should receive the proper attention so that the de- 
partment can be brought to a high standard of effi- 
ciency and ability. 

For many years the gas companies undoubtedly 
felt that the sale of gas appliances rightly belonged 
to them and that any dealer in such appliances should 
be frowned upon and discouraged. The practice of 
price cutting was resorted to so that this competition 
was stifled. Naturally with such conditions the deal- 
ers either ceased to sell gas appliances altogether, 
and devoted their efforts to the sale of appliances 
using competitive fuel, or they sold a cheaper, less 
efficient line of gas appliance, with resultant troubles 
for the gas company and corresponding loss of gas 
business. 

It is a universally accepted principle that the larger 
the number of dealers in any city who are pushing 
and advertising an article, the larger the sale of that 
article. Does this not apply to the sale of gas, too? 


If our increase in send-out depends upon the in- 
creased sale of appliances, why should we not at- 
tempt to have a large number of live dealers in our 
city helping us push these appliances? 

In attempting to work out a plan of co-operation 
with the local dealers, we have given attention first 
to the plumbers, because we felt that they are the 
logical gas appliance dealers and that special effort 
should be given at this time to the application of gas 
to water heating. The plumbers are especially in- 
terested in the sale of water heating appliances and 
their opportunities of interesting their customers in 
heating water by gas are very great. We feel that 
much effort should be given to this field during the 
next few years. 

Small difficulty was encountered in getting the 
local plumbers to accept our plan of co-operation and 
the results to date have been very gratifying. This 
plan includes the following features: 

All tank water heaters sold by us are installed by 
a plumber at a flat charge for each installation. The 
customer is billed for the heater, including the in- 
stallation and allowed terms on the entire amount of 
the charge, and. the plumber is paid by us for the 
installation immediately. The purchaser of the heat- 
er has the choice of a plumber, but if no choice is 
made the order is given to the plumbers in rotation. 


Payment in Thirty Days 


The plumbers purchase all tank heaters that they 
sell from us, installing them at the standard price and 
paying us for them within thirty days. These heat- 
ers are, of course, sold to them at a discount. They 
also carry at least one heater for display and get the 
heaters from us as they sell them. 

All automatic water heaters sold by the gas com- 
pany direct to the customer are delivered and in- 
stalled with gas connections only. In the majority 
of installations, the gas connections to these heaters 
are included in the sale price. The water connections 
are made by a plumber and ordinarily the customer 
pays the plumber direct. In cases where the cus- 
tomer desired to deal entirely with us, we will have 
the water connections made by a plumber and will 
pay the plumber within thirty days, charging the 
customer for this installation along with the charge 
for the heaters. If the heater is purchased on term 
payments, the connection charges are carried by us 
in the same way. 

All automatic water heaters sold by the plumbers 
are purchased from us. We deliver the heater to the 
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consumer and make the same gas connections as for 
heaters sold direct by us. There is no charge for 
this connection to the plumber. We allow the plumb- 
er a liberal discount and an additional discount for 
cash within thirty days. If the customer desires to 
purchase the heater on our installment plan, we will 
earry the acceunt in the customer’s name and allow 
the plumber the discount referred to above. 


Advantages for the Plumber 


Discounts are also allowed to the plumbers on 
ranges, room heaters, industrial appliances, lights 
and lighting materials, and miscellaneous appliances 
and material. This permits them to sell this material 
at a profit and also relieves them of all expense and 
trouble of carrying a stock of these appliances. 

Investigation of other stores in the city selling gas 
appliances disclosed the fact that the larger depart- 
ment and furniture stores were agents for standard 
ranges, as well as for the cheaper lines. 

It is our desire to have standard equipment only 
sold in this city and to have the less efficient kind 
eliminated entirely. If a dealer will push a standard 
line to the exclusion of the other, we prefer that he 
randle his own agency and not require us to finance 
his stock. 

In most instances, the large department stores 
were not interested in our proposition to carry stock 
for them or to assist them in financing the sales. 
However, some of the smaller dealers accepted this 
plan and show our ranges on their display floor, and 
the ranges which they sell are delivered by them to 


the purchaser direct from our storeroom. These 
ranges are sold at a discount to these dealers with 
an additional discount for cash within thirty days. 
The ranges shown on the dealer’s display floor are 
either purchased outright by the dealer or are carried 
by him on consignment. 


Discounts Promote Sales 


In addition to these plans of co-operation, we also 
sell lights and lighting material at a discount to small 
stores, drug stores and grocery stores, especially in 
the outlying districts. ‘Che discount is large enough 
to permit these dealers to sell this material at a small 
profit and we find that they are glad to carry it be- 
cause of the good-will it brings them in addition to 
a small profit. These articles are resold by these 
dealers at the same price that they can be purchased 
from us by the customer. 

We feel that the results obtained from these plans 
have proven the success of the idea and that benefits 
have been derived both by the gas company and the 
dealers. Not only have the dealers increased their 
sales of gas appliances, but the gas appliances they 
sell are standard. The number sold by the gas com- 
pany has materially increased, also thus disproving 
the idea that decreased sales for the company would 
result. 

We have had very little trouble in lining up these 
co-operative plans and getting them to work smooth- 
ly, and they are now past the experimental stage and 
the future results seem very promising.— Natural Gas 
and Gasoline. 


Ready-Made Sales Opportunities in the Gas 
Business 


Putting the Business of Selling on a Scientific Basis 


By C. F. SHAFFNER 


There has developed such a marked tendency toward 
establishing a scientific basis for selling that in a great 
many instances quite obvious indications pointing the 
way to sales are overlooked in the search for those hid- 
den factors which are so often described as the prin- 
cipal elements in landing an order. And yet it is sur- 
prising to find plain, everyday facts and fancies in a 
variety of places and proceeding from widely removed 
sources but unmistakably charting the way that leads to 
sales. 

An instance revealing the existence of these surface 
indications was strikingly illustrated in one of the largest 
Middle Western cities not long ago through the publica- 
tion of a short article from the pen of a pioneer citizen 
in one of the leading newspapers. This contribution 
pleased the editor sq much that it was presented to his 
readers as an editorial bearing the caption “ ‘Ready 
Mades’ for the City’s Pioneers” and reading in part as 
follows: 

“This editorial was written by one of our fellow citi- 
zens who lives in a newly developed section of the city. 
He brought it into the office himself, and we believe that 
what he has written is interesting enough to be accorded 


this prominent place in our columns. This is what he 


says: 
All in the Point of View 


““T built my home in a new section of our city be- 
cause I wanted to be free.from any suggestion of over- 
crowdedness and to be near the open spaces. Both my 
family and myself thoroughly enjoy the nice new home 
that we have just moved into. We have just planted 
our first garden and the children are having the time of 
their lives playing around the yard. Our neighbors are 
good, hard-working people, but a number of them are 
not living up to the proper standards which a neighbor- 
hood like ours should set. 

“*What a number of people in our neighborhood 
need is some more of the better things of life. We have 
gas and water, and yet some of these neighbors of ours 
are still without plenty of hot water. Furthermore, they 
are doing their cooking on the old stoves that they 
were compelled to use before we had gas out in our 
section. What we need in our neighborhood is more 
regular visits from these fellows who sell different kinds 
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of ready-made appliances. If they made more sales to 
some of my neighbors our community would pick up in 
tone, and that, in my humble opinion, is what it needs 
most. Not that I think I 2m any better than anyone else, 
but it has always seemed to me that you can’t have a 
good neighborhood until those who live in it learn to be 
as comfortable and as decently respectable as possible.’ ” 

In the frank statement of facts set forth by this city 
pioneer such a gilt-edged opportunity for selling gas 
appliances is revealed that upon first thought it seems 
almost too good to be true, but the fact remains that 
indications of this character are shown almost daily in 
any number of different ways. There is too general an 
attitude with respect to the prospects for gas appliances. 
having for its basis a belief that most people are per- 
fectly satisfied with the gas range, the hot-water heater 
or any other appliance they m>y have. It takes surface 
indications to point out that such a situation by no 
means exists and that a little study and investigation 
will enable any salesman to ferret out a number of 
prospects. 

Sales organizations in every line of business are utiliz- 
ing all possible sources of information as a means of 
uncovering prospective customers. In the gas business 
the opportunity for such preliminary work is unbounded 
because of its public nature and resultant contact with 
thousands of men and women in every walk of life. 
The writer is personally acquainted with two gas ap- 
pliance salesmen who are looked upon more or less as 
authorities by the people they serve. One of thes: men 
works almost entirely among hotels and restaurants, 
while the other confines his efforts to a certain wealthy 
neighborhood. 


Locating Opportunities 


While their principal asset in securing business is 
undoubtedly a whole-hearted interest in their work, re- 
inforced by a thorough knowledge, both of them have 
never failed to take advantage of the surface oppor- 
tunities that arise. On their own account they always 
take advantage of any chance to exhibit gas appliances 
publicly. The salesman who covers the high-class resi- 
dential section has practically made a specialty of hav- 
ing an attractive booth at church fairs, where no im- 
mediate sales are closed but range-finding possibilities 
are greatly increased. He is of the opinion that this 
spreading of propaganda, as he terms it, has developed 
in him an astuteness or peculiar alertness for locating 
sales opportunities. 

That these sales opportunities can be cultivated to a 
great extent through advertising has been thoroughly 
well proven in a number of instances, although perhaps 
in not such an unmistakable fashion as illustrated in the 
experience of a dealer in a Pennsylvania city populated 
most entirely by coal and steel workers. Because the 
larger part of this population is composed of foreign- 
born who cannot read or write English, he used painted 
displays in advertising a certain make of gas range 
which was reproduced on the boards in its exact colors 
and mechanical construction. He was surprised to find 
in a short time that several of these foreign women had 
bought ranges of this kind almost without question and 
that others thereafter came in to place their orders. 


Virgin Field for Sales 


He found upon investigation that this means of ad 


vertising had served to tap a sales opportunity that had 
remained dormant because these foreign-born residents 
were ignorant to a great extent of both gas and electric 
appliances, with the result that the majority of them 
had never developed into customers. But when this 
particular gas range was depicted on the painted sign 
they were given an opportunity to study its general 
make-up at close range and a lot of curiosity was 
aroused. Several of the more intelligent were con- 
vinced at once of its merits, and immediately placed 
their orders. A number of others immediately followed 
suit after the last bit of their credulity had been re- 
moved. 

While it is not possible to draw up any hard-and-fast 
rules for uncovering possibilities of this sort that pave 
the way to sales, it is nevertheless true that in most cases 
they are fairly obvious and will become apparent after 
a little careful thinking and planning. Furthermore, 
there is always a method of increasing and intensifying 
these chances if the proper procedure is followed, and 
this also will be pointed out by conditions that repre- 
sent an adaptation to local conditions or a first-hand 
knowledge of the situation. 

There is always a way whereby the best prospects in 
any particular neighborhood may be uncovered. Well- 
directed inquirities to other customers regarding friends 
and relatives who are in the market for gas appliances 
furnish a number of opportunities and at the same time 
a very favorable entree or introduction to these prospec- 
tive purchasers. This is an o'd method of finding “leads” 
but one that is overlooked to a great extent because it is 
cften viewed by salesmen as a relic of other days. And 
yet, after all, it provides the basic method whereby sales 
opportunities can be located. As a matter of fact, ef- 
forts along this line are research work for the gas ap- 
pliance salesman and, in eddition, keep up a continual 
sales promotion campaign that develops prospects. All 
of the above instances are concrete illustrations of the 
splendid results to be obtained from such a procedure. 
Any individual salesman can work out his own cam- 
paign based on his own ideas and style of salesmanship. 





Gathering Customers 


For about ten days, the latter part of August, the 
Denver Gas & Electric Light Company advertised in 
all the Denver daily newspapers, using a space two 
columns wide and six inches deep, so as to make the 
advertisement as conspicuous as a fire at night, the 
following advertisement: 


\ANTED—Every woman to bring a dollar 
to the Denver Gas & Electric Company Sept. 1. 


When the boss of the house arrived she was told 
that she could take home a first-class washing ma- 
Many 
and those who had these labor- 
saving machines grinned and bragged of their merit, 
which, of course, helped the sales wonderfully. 

Now anything in the labor-saving line or, in fact, 
any working tool that must be motor propelled is not 
a competitor with gas utensils and there is no reason 
why we should not sell these useful articles as a side 
ine. 


chine for only $1 down and easy payments. 


sales were made 
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Publicity and Good-Will; Means to an End’ 


By J. S. M. WHARTON, Secretary, Treasurer and Manager Helena (Ark.) Gas & Electric Company 


Publicity and good-will are means to an end. Through 
them our relations with our customers may be made 
mutually more pleasant and more profitable. They con- 
stitute two of the most elemental yet essential of the 
many considerations entering into the operation of our 
utilities. Many utility men these days are giving much 
thought to the subject of public relations, a subject 
comparatively new on our curriculum in the school of 
practical operation. Many, however, are still not de- 
voting sufficient time, energy and money to publicity 
and good-will building, and consequently are not bring- 
ing about the desired and necessary friendly and favor- 
able relations with the public, or, as might be better 
expressed, are not creating a sincere and deep-seated 
confidence of the public in our utility enterprises. 

Why is it that the utilities throughout the country 
spend so little for newspaper and other advertising? 
Evidently, and unfortunately, the various managements 
do not think it profitable. However, be it said that the 
amount of advertising being done just now is much 
greater than ever before, and I think the results are 
evident. In my opinion it is still not enough. 


Value of Advertising 


I do not think it amiss to compare our business with 
the thousands of other mercantile and manufacturing 
enterprises which spend millions of dollars annually ad- 
vertising everything from automobiles to razors, this 
money being expended by them to create a demand, to 
build up confidence and good-will, and to establish a 
profitable selling price. Those items—creating a de- 
mand, building up confidence and good-will, and estab- 
lishing a profitable selling price—are essential to the 
successful management of a utility. 

In considering expenditures for advertising and pub- 
licity I’m afraid we sometimes lose sight of its value 
(or profit) from a merchandising standpoint. Those 
of us attending this convention represent the owners of 
a vast amount of capital invested in natural and manu- 
factured gas enterprises. It is our duty to so manage 
these utilities that a fair and reasonable return may be 
earned on the investments involved. Publicity work is 
a necessary part of our job. To be sure, we might get 
along for a while without it, in some localities; but the 
time will come when the lack of proper advertising and 
publicity in the past will be keenly felt. The process of 
building good-will through publicity is a slow one, but 
no utility should ever slacken its efforts to gain and hold 
the public confidence. 

Occasionally a few obscure citizens with obscure vi- 
sions are accidentally elected to city councils and cause 
a lot of unexpected trouble. You may have permitted 
them to become educated against the merits of your 
business through the lack of proper publicity. You 
would think him very foolish if you should hear one of 
our preachers say: 


“Beginning to-morrow, I’m going to quit the job of 





*Substance of an address delivered at South Central Gas 
Association convention, Hot Springs, Ark., Oct. 10. 


selling Christianity. Everybody believes in God, or 
ought to by this time. I’m not going to waste my time 
and yours preaching any more. Good-by, and don’t for- 
get to keep right on believing in God.” 

It seems to me to be just as foolish for a utility man 
to take a similar position, summed up as follows: 

“Beginning to-morrow, I’m going to do very little if 
any advertising. Most everybody uses gas, or ought to 
by this time. We are thought fairly well of. I’m not 
going to waste my time and money trying to keep our 
business before the public. Our rates are not what they 
ought to be, but the public doesn’t seem to care about 
cur troubles. If our operating costs keep on climbing, 
I don’t know what we will do. Good-by, and don’t for- 
get to keep in mind that I expect to hold my job, whether 
the stockholdehs get any return on their investments or 
not.” 

It has been my observation and experience that the 
people, as a whole, are fair and reasonable, that State 
and city regulatory authorities are just, and that they 
will not complain about paying fair and reasonable rates 
provided they have confidence in the utility enterprise. 


Rates Cut Twice, Raised Twice 


If you will permit a reference to our local situation, 
merely as an example: why is it that we were able to 
increase the price of gas twice in 1918 and 1919, reduce 
it voluntarily in 1920, increase it again in 1921, and then 
voluntarily reduce it in 1922, all without any trouble or 
agitation at any time? Why is it? We think it is be- 
cause of the confidence in our utility, built up over a pe- 
riod of years by advertising, publicity, good-will and 
fair dealing. 

The public knows that we would not ask for increased 
gas rates unless absolutely necessary, and it knows that 
we will reduce the rate as much and as soon as possible. 
The public expects us to keep the faith and, by the Al- 
mighty, we mean to do it! Moreover, it is mutually 
understood that the rates charged by us will provide for 
the cost of operation, a reasonable depreciation reserve 
and a fair return to the stock and bond holders. We do 
not ask for more, and the public does not ask less. 

Our business must be kept before the public in the 
proper light, constantly and everlastingly. In deter- 
mining the amount of our annual advertising expendi- 
tures, we should consider the amount of the investment 
involved in our property, as well as the amount of our 
gross and net earnings. 

Public confidence might be compared with our gas 
pressures. Constant and adequate pressure would be 
analogous to complete confidence. Variable and in- 
sufficient pressure would then represent that unsatis- 
factory condition of distrust, suspicion, antagonism and 
lack of faith. Likewise, we might contrast the amount 
of thought and capital represented in a main extension 
or booster system, intended to build up and maintain 
an adequate pressure for the consumers in a locality, 
with the small amount spent to build up and maintain 
just as important a function of our business—namely, 
public confidence and good-will. 
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Inside Organization 


I think a utility should have advertisements in every 
issue of the local daily and weekly papers and in the 
various community programs. In addition, it should 
seek to build up good-will by taking an interest in and 
contributing to all matters of community welfare. 
Lastly, we must not fail to keep our own house (or em- 
ployees) in order. 

This last viewpoint is best expressed by a little article 
I read which ran like this: 

A visitor called on the manager of a utility and had 
to wait half an hour for an interview. While waiting 
he sat and noticed several customers come in to pay or 
discuss their bills. The cashier was not cordial: not 


even courteous, agreeable or attentive; he was not care- 
ful to explain fully, cheerfully and satisfactorily the 
misunderstandings brought to him. In other words, he 
failed to make himself an influence for friendship; he 
was an influence for discontent, sowing seeds of trouble 
among countless customers. ' 

Later the manager admitted the visitor and apolo- 
gized for keeping him waiting. He explained that the 
chief officials of the company had just been in confer- 
ence with the president, discussing plans for the promo- 
tion of good-will and for better personal service, all of 
which involved a large advertising appropriation. Thus, 
while these high-priced men were talking and planning, 
their very purposes were being double-crossed by an 
unguided employee at the cashier’s window. 


These Answers Will Help You 


Some Queries That Will Interest You 


By Frank H. WILLiaMs 


Question by the Manager of the Household Appli- 
ances Department of a Middle Western Gas Company 
—We have been having some men out soliciting busi- 
ness by house-to-house canvassing, but the results have 
not been very satisfactory. I am wondering if women 
would be better, as women could, of course, talk more 
convincingly to women about the problems of household 
management. What do you think of the idea of replac- 
ing our men solicitors by women? 


Answer—There seem to be no definite data on which 
to state conclusively that women will be more successful 
than men in going around and selling gas appliances. 
There are plenty of instances where the men salespeople 
have been highly successful in this sort of work, and 
then there are, again, also instances of women being par- 
ticularly successful. The fact is that success in house- 
to-house selling of gas appliances depends entirely upon 
the capabilities of the individual, regardless of sex. If 
the men you have had out doing this work have not been 
successful it is no certainty that all the men you put out 
cn the job will be equally unsuccessful. The fact re- 
mains that the next lot of men you put out might turn 
in a really tremendous amount of business, while it 
might also be true that the women with whom you re- 
placed your present outside sales force would fall down 
with just as dull a thud as the men. 

These things have been found by many sales mana- 
gers to be among the best qualifications for house-to- 
house selling: A real desire to make good; complete 
familiarity not only with the goods and prices but with 
the things that the goods being sold will do; actual per- 
sonal experience in using the goods; lack of timidity 
or shyness; lack of supersensitiveness, and a winning 
personality. If you can get hold of people with these 
qualifications you will find that they will sell gas ap- 
pliances in satisfactory quantities, no matter whether 
they are men or women. 


Question by the Manager of a Small-Town Gas Com- 
pany—We are wondering whether we couldn’t do more 
than we are doing in making our window displays sell 
goods. At the present time we are changing our dis- 
plays once a month, the change occurring each month 


just before people begin paying their bills. We are 
also patterning our window displays to a large extent 
on the displays used by the gas companies in near-by 
big cities. What sort of suggestions can you make for 
bettering our displays and making them function more 
successfully in selling appliances ? 


Answer—yYour displays should be changed more fre- 
quently. It is probably true that after the first week 
your displays are on view about 90 per cent of all the 
people in your town are thoroughly familiar with .the 
displays and that during the remaining three weeks of 
the month no one pays much attention to the displays. 
In other words, you are losing about three weeks out of 
every month; your show windows are working for you 
only a fourth of the time instead of all the time. Weekly 
changes would be much better. People are passing your 
place of business all the time and will pay attention to 
your windows all the time, and not only at bill-paying 
time, if you will make your windows always attractive 
and always fresh and interesting in appearance. 

Don’t pattern your displays after the windows in the 
near-by big cities. People from your town are con- 
stantly visiting the near-by large cities and. will there 
see the displays the gas companies are using and will 
realize that you are simply copying, these displays. 
Which, of course, will tend to make folks look down 
on your company instead of looking up to it. 

You have a splendid opportunity for doing something 
different in your displays by localizing them. You can 
localize your windows by using in your windows a lot 
of pictures of local people and local events. Attach 
typed descriptions to all photos thus used, giving names 
and addresses and descriptions of the action going on in 
each photo and of the way in which the photo was taken. 
People are always interested in looking at photos that 
are shown in window displays, so they would be much 
interested in such a display as this. Also use placards 
playing up interesting, progressive things that your town 
and your citizens are doing. Make your company 
known as a consistent home-town booster. You'll find 
that all this will not only help your windows sell more 
appliances but will also greatly enhance the good stand- 
ing of your company in the town. 
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Question by the Manager of an Appliance Depart- 
ment in a Gas Company in a City of About One Hun- 
dred Thousand—Our salesroom is located on a side 
street about a block and a half from the main business 
district of the city. Recently a friend of mine, who has 
a vacant store-room in the heart of the city, has offered 
to let me use the show windows in this store-room, so 
long as the room is vacant, for the purpose of display- 
ing our gas appliances. Would it be a good plan to take 
advantage of this offer? Or would it create annoyance 
on the part of people who might think the appliances 
were on sale right at that store and who would be turned 
against us when they found that they had to come to 
our salesroom to buy the appliances? 


Answer—By all means take advantage of this oppor- 
tunity to get more publicity for the appliances you are 
handling. The fact that your salesroom is located a 
block and a half from the main business district of the 
city means that your window displays get much less at- 
tention than the displays of concerns in the heart of the 
city, and that, consequently, the window displays you 
ate now getting for your goods are not a particularly 
great help in selling more goods. Consequently, if you 
put an attractive display in the store-room that has 
been offered to you the result will be that you'll get more 
attention for your appliances and increase your sales 
correspondingly. 

You need not fear that any trade will be alienated 
through customers not being able to buy the goods right 
at the store where they are displayed, provided you put 
a large placard in each of the store’s show windows 
stating that the goods are simply on display there and 
are not for sale at the store but may be purchased at 
your salesroom. People are accustomed to this sort of 
thing and you'd find no difficulty at all of the sort that 
you have anticipated. 


Question by a Gas Company Sales Manager—We are 
redecorating our salesroom and the question has come 
up as to whether or not it would be good policy to put 
a lot of attractive pictures on the walls in order to make 
the room more interesting and more attractive to visi- 
tors. What do you think of the idea? 


Answer—Remember that your salesroom is a sales 
room, and not a picture gallery. Why do anything that 
would destroy or cut down the effectiveness of your 
room in making sales? Pictures on the walls of your 
salesroom would distract the attention of visitors from 
the appliances on display and would, by doing this, make 
it just that much less likely that the appliances on dis- 
play would interest the visitors and make them want to 
buy. 

Of course, your salesroom should be attractive. It 
should be decorated in some light, cheerful color, and it 
should be well lighted. Also there should be comfort- 
able furniture for people to use while listening to sales 
arguments, or waiting for service, or while looking at 
demonstrations. But everything in the room should be 
there for the one purpose of focusing the attention of 
customers and visitors on the appliances you are selling 
and making them want to buy these appliances. Pic- 
tures that are placed in the room simply for ornamental 
purposes will be more of a hindrance than a help. If 
you must put something on your walls, put framed dia- 
grams and charts showing folks the advantages and Inv 
cost of using the appliances you are selling. Attractive 


pictures are all right in their way, but they most cer- 
tainly do not belong in a gas company’s salesroom un- 
less they definitely and positively help the gas company 
in doing more business. 





Gas Analysis Work of Bureau of Mines 


In the fiscal year recently ended, 2,676 samples of 
gas were analyzed in the gas laboratory of the Pitts- 
burgh, Pa., experiment station of the United States 
Bureau of Mines. The work involved 17,977 deter- 
minations. The variety and scope of the work is in- 
dicated by the statement that analyses were made of 
mine gases from both metal and coal mines, gas and 
air mixtures in tests of explosives, miners’ lamps, gas 
detectors and electrical equipment for coal mines; 
combustion products of explosives; oxygen and car- 
bon dioxide samples for breathing apparatus; carbon 
monoxide gases from motor vehicles, and miscella- 
neous gases from other sources. 





One of the Big Industries of the World 


Dallas, Texas——-The gas industry in the United 
States is one of the biggest collective industries in the 
world in the service of man, said H. C. Morris, general 
manager of the Dallas Gas Company, addressing the 
school of commerce of the Southern Methodist Univer- 
sity in this city recently. “There are more than 1,000 
gas plants in this country serving more than 4,500 
cities,” Mr. Morris said. “The gas business has nearly 
nine million meters, so that practically one-half of the 
people enjoy its service—forty-five to fifty millions. 
There are about four billion dollars invested in the busi- 
ness. This money is not furnished by any clique or gas 
trust, but is lent by more than 300,000 investors. 
Through our banks, savings funds, and the insurance 
companies many who are financially interested in the 
gas industry may never have realized the fact.” 

In his address before ‘the public utilities class of the 
school of commerce of the university C. W. Davis, gen- 
eral manager of the Dallas Power & Light Company, 
pointed out the importance of the services afforded as 
follows: 

“The continuance of civilization is dependent upon 
service given by the various utilities, and this service, 
due to its gradual broadening and perfection, has so 
involved the conimunity life of the human race that a 
cessation of it would bring about chaotic conditions 
never before known or realized. Modern methods of 
living are so closely tied with this service as to be a 
part of it.” 





Light Lessens Crime 


A recent survey of this country has shown that crime 
has been less in towns and cities that were well lighted 
than in those where local authorities sough to economize 
by shutting off all or the greater part of the street lights 
at midnight. Many country banks have been robbed 
during the past year by experienced yeggmen, and in 
nearly every instance these yeggmen attacked banks in 
towns where there was little light. They found that the 
darkness would make their detection harder and thei: 
escape easier. Well-lighted streets are a great prevente! 
of crime. 
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In discussing and analyzing the popular appeal of 
newspapers with all classes of readers, several rea- 
sons for this unquestionable popularity were ad- 
vanced by men who ought to know, what they were 
talking about, whether they actually did know or not 
Salient among the reasons advanced were the fol- 
lowing : 

“Each article, item, or whatever you want to call 
the fragmentary bits of news, tells a story.” 

“The information contained in a newspaper gives 
people something to talk about when more personal 
topics are exhausted.” 

“It also gives them something to think about.” 

“In addition to being interesting, the ‘stories’ are, 
moreover, instructive along lines of general infor- 
mation.” 

To make your display window a selling force in 
your organization, it should embody one or more of 
the popular appeals of the newspaper. This is not 
as difficult as it might seem at a cursory glance. 
Every man who has dressed or who has supervised 
the dressing of windows has, consciously or other- 
wise, done this very thing. His most striking dis- 
plays have either told a story, given people some- 
thing to talk about, to think about, or in addition to 
being interesting have instructed the people who 
paused for a moment before the window along the 
liae which he was displaving at the time. 

Let us see how this would apply to the gas appli 
ance dealer. No story to tell? Nonsense! There 
are any number of stories at hand. One of the easi- 
est ways to put action into an otherwise dead ar- 
rangement of materials in a window is to employ 
the lay figure, the wax reproduction of the human 
figure. One “story” that occurs to me at the moment 
is in connection with the antiquated coal or wood 
range. Dress the figure in soiled, sooty garments. 
Make the coal range the central figure of your dis- 
play. Station the wax figure beside it, soiled cloth- 
ing, bedraggled hair and everything. A _ placard, 
placed conspicuously “downstage” will announce to 
those bystanders who might not think as quickly as 
you would like them to, “You wouldn’t find this state 
of affairs if she were using a gas range. Buy 
one immediately. Sold on easy terms.” 

If your window is large enough to allow two set- 
tings simultaneously you might try contrasting the 
misery of the sweaty slave of the coal range to the 
clean, starched comfort of the gas range user. In 
this event it would not be necessary to resort to a 
placard for explanation. The windows would tell 
their own story—one dressed as described above 
and the other showing a happy, spotless, perfectly 
composed modern housewife cooking a meal over a 
gas range. That would be a “story” in which every 
woman (and every man, for that matter) would be 
interested. To those who are still suffering over coal 
ranges, it would bring home vividly the necessity of a 
gas range; and to those who are users of gas ranges it 
would be—well, even gas ranges grow old and their 


Selling by Means of Window Displays 


Simplicity Essential, Says the Writer 
By O. FOERSTER SCHULLY 






users keep putting off buying a new one until they are 
reminded impressively in such a manner as this that 
the time has come for a long-needed investment. 

Then there is the gas water heater to deal with. The 
lay figure of a woman or a man in a dressing gown 
turning on the bathtub faucet—a housewife in the 
kitchen before a sink piled high with dishes—and the 
placard, “Hot water instantly on tap. Are you enjoy 
ing the comfort of gas water heater? Demonstrations 
upon request, inside.” Or, “Eliminate the major trouble 
of bathing (or dishwashing). Hot water on tap is not 
a luxury. It is a necessity. Let us demonstrate our 
modern gas water heater to you.” 


The Window Background 


It is left to the discretion of the window dresser 
what type of background is to be used. For instance, 
he might dress the entire window to represent, realis- 
tically, a bathroom, or kitchen, as the case might be. 
| believe, though, that for an impressive presentation 
of his story, he might look, with profit, to the trend 
stage settings are taking of late. It might be well to 
remember that, as far as the impression on the on- 
looker is concerned, his window has become a minia- 
ture stage. He wants its contents to impress the be- 
holder with as much effect as the stage manager 
wants the scene of his play to impress the individuals 
that comprise his audience. 

These observations and recommendations might 
seem a bit radical—a bit theatrical—to the appliance 
man who believes that simply by throwing a range 
or a heater or several ranges or several heaters into 
his window his work is done satisfactorily enough 
to draw customers into his store. Even as I write 
these words I can hear his comment: 

“Bosh!” he exclaims. “I don’t place much faith 
in these newfangled ideas. I’ve been selling gas ap- 
pliances all my life and I never did have to pull in 
all that stagy claptrap to move my goods. Just 
show people what you have to sell, without any trim- 
mings, and if they don’t want to buy it, then all the 
decorations in the world won’t induce them to 
buy it.” 

That, of course, is not so. An intelligently dressed 
window is the most eloquent salesman .a store can 
have. Let these unbelievers, these skeptics, these 
doubting Thomases try to remember the windows 
which impressed them the greatest. I am not allud- 
ing at this moment to gas appliance windows, but to 
windows of all retail establishments. If these men 
are honest with themselves they will be forced to 
admit that the windows which left the most vivid 
impressions were those that were dressed the most 
strikingly and in all cases, I’d bet an automatic cig- 
arette roller against a second-hand razor blade, those 
that had an element of the theater in their dressing. 

Therefore, as the theater is realizing that the sim- 
pler the back drop the greater the concentration of 
interest on the central figures, it would not be entire 
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ly irrelevant to suggest that gas appliance window 
dressers take a hint and proceed accordingly. By 
that | mean it is not at all necessary to provide a 
reproduction of the walls of a bathroom or a kitchen 
fer such settings. All that is even desirable are 
draperies of a dark shade. If any given appliance 
louse wishes to dress a window in a way that it will 
leave an impression of rich dignity, and if the house 
in question can afford the initial outlay, no more 
effective background can be employed than a velvet 
curtain of black, deep garnet, navy, or any other 
unobtrusive tint. This curtain will allow passers-by 
to get the whole effect of the central figure without 
forcing other objects to their attention. 

If any kind of color scheme is used in the mate- 
rials that dress a window—as is frequently found on 
such days of national observance as, say, St. Pat- 
rick’s Day, Fourth of July, St. Valentine’s Day, or 
innumerable others—lighting should be dealt with 
very carefully as certain colored lights may distort 
the entire color scheme. To use a concrete example, 
it-is the practice of houses in various parts of the 
country to decorate their windows on King’s Day, 
the twelith day after Christmas, in purple, the color 
of kings. In such an event it would be practically 
disastrous to use any colors save a combination of 
red and blue lights. 

A prominent manufacturer of window lighting ap- 
paratus has gone to great lengths to emphasize the 
necessity of analyzing the color scheme of the deco- 
rations so as to achieve the best results. In order to 
produce contrasts and pleasing effects by harmoniz- 
ing two or more colors, he has published the follow- 
ing table: 

Red plus yellow equals scarlet; orange in increas- 
ing proportions of yellow. 

Red plus green equals scarlet; orange, yellow, yel- 
low-green, in increasing proportions of green. 

Red plus blue equals red-purple, purple, blue- 
purple, in increasing proportions of blue. 

Yellow, plus green equals yellow-green, in in- 
creasing proportions of green. 

Yellow plus blue equals yellowish white, bluish 
white, in increasing proportions of blue. 

Green plus blne equals blue-green, in increasing 
proportions of blue. 

Red plus clear equals tints of red, in increasing 
proportions of clear light 

Green plus clear equals tints of green, in increas- 
ing proportions of clear light. 

Blue plus clear equals tints of blue, in increasing 
proportions of clear light. 


Planning Lighting Effects 


It is distinctly to the advantage of the dresser to 
observe the preceding table of blends when plann‘nz 
light-colors. For, while there is a great deal to be 
gained by colored lighting so much is at stake by, 
perchance, an incongruous tint that the dresser must 
proceed carefully, lest he negates the effect of all his 
trouble in creating a color scheme that shows up 
well in neutral daylight. 

A window that gives people something to talk 
about and consequently something to think about is 
a window that presents a solution to some problem 
in their lives or the lives of their friends. Stated 
baldly, cooking and washing are two elemental con- 
cerns of every man and woman. Civilization de- 


mands both. You probably remember the jingle 
that runs: 
We might live without music and live without 
books, 
But civilized man cannot live without cooks. 


The same thing might be said about baths. Both 
have become of such vital importance in the daily 
routine of everybody that to miss one or the other 
for such a short time as twenty-four hours, even, the 
average person would be put to great discomfort. 

It is to be seen then that the appliance dealer hasn't 
such a difficult problem before him when he sets out 
to incorporate ideas in his window display that will 
interest ten out of ten people who see it. We have 
come to accept cooking and bathing as such invari- 
able items of routine that we are prone to go from 
day to day without giving it sufficient thought. How- 
ever, when our attention is called to it, we immedi- 
ately start thinking about our mental negligence in 
omitting it from our serious consideration. 

Bear in mind, in preparing your window, that the 
things which will impress women the most about the 
gas range is economy of operation, comfort, cleanli- 
ness, handiness and labor saving utility. The same 
qualities also impress men, although perhaps not so 
intimately as women. For instance, while the econ- 
omy of operation directly concerns the man, he is 
interested in the labor saving utility, cleanliness, 
handiness and comfort only in proportionate degrees 
as they affect the women of his household. But that 
it does concern him, directly or indirectly, is unques- 
tionable. His human nature, which, because it is 
human nature, is tinctured with an element of selfish- 
ness, is the more easily influenced when he is told, if 
your window display is aimed at the man, that by 
installing a gas range he will have smaller bills to 
pay at the end of the month and that his meals will 
be cooked better. The woman will be the more 


easily infiuenced when your window points out to her - 


that the gas range will cause her less trouble and is 
by far a cleaner article than the coal range. 

The water heater, on the other hand, may be 
exploited with the identical arguments for both men 
and women with, of course, a few exceptions. It is 
equally as comfortable for a man to step into his tub 
and turn on the hot water, instead of carrying it 
bucketful by bucketful, as it is to a woman. It is 
pleasant to neither of them to cart the water in in- 
stallments from a larger receptacle away from the 
bathroom, where it was warmed, to the tub. Yet, 
unless a gas heater of some sort in the bathroom is 
used, a warm or hot bath can be enjoyed in no other 
wav. This, in itself, contains the germ for an inter- 
esting window display. 

The window as I see it would contain a coal range 
with a huge boiler of water heating on it, with the 
placard, “Yesterday” (or “The Old Way”), and be- 
s‘de it a gas water heater with the placard, “To-day” 
(or “The New Way”). Then, close to the glass, a 
third placard, larger than the others, “Are you mod- 
ern or old-fashioned? Do you prefer comfort to dis- 
comfort where your bath is concerned? In other 
words, do you heat your water over a stove or have 
it heated automatically for you by one of our 
gas water heaters?” 

To be instructive the window need not be bur- 
dened with boresome details. Webster defines the 
word “instruct” as, “To teach; to inform the mind: 
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to impart knowledge.” It must be remembered that 
the average man rarely sees a day pass by that he 
does not add to his accumulated store of knowledge. 
He may not learn much; as a matter of fact, his mind, 
crowded with business problems, cannot retain a vol- 
ume of extraneous details; but that he does gather 
information as he goes is unquestionable. From the 
thousand and one things he sees, hears and reads 
about in the course of a day, his mind retains but a 
few and discards the rest as superfluous. The few 
that his mind does retain are invariably those frag- 
ments of information that are connected with things 
that concerned him in the past, which are concerning 
him in the immediate present, or which will concern 
him in the near future. 

One thing that interests all persons is the ques- 
tion whether they are or are not living like other 
persons, in which minutiae they differ from other 
persons and whether this difference contributes to 
their advantage or disadvantage. Therefore, the dis- 
play window which can present a phase of this ques- 
tion interestingly is the window that will attract at- 
tention. It is suggested that a gas appliance dealer 
prepare a window showing the comparative figures of 
gas range users in his town against the population 
during the last ten years. The window would con- 
tain a range as a central figure. A huge arrow, 
pointing from left towards the range would bear the 
announcement, “Ten years ago with a population 
of ———— there were gas range users, 
per cent.” Another arrow pointing from right to- 
wards the range would announce, “Five years ago 
with a population of there were ———— gas 
range users, per cent.” The range would bear 
the placard, ‘“To-day our population is ; gas 
range users, : per cent. Are you keep- 
ing abreast of the times?” 

The same device could be used in connection with 
the gas water heater. The proportionate advance of 
both these appliances during the ‘last decade would 
give those people who are so far behind their fellow 
men in the use of modern conveniences that they 
have not installed either or both something to think 
about. It would also give the users something to 
talk about—and the net result would be that the dis- 
play would work both ways. 

Statistics bore us only when they are presented in 
volumes. A bit of information here and there is 
grasped eagerly by the same people who would ig- 
nore a ream of information if it were set before them. 
To be remembered by the average man or woman, 
statistics must have an intimate relationship to them. 
For instance, you have probably read hundreds and 
hundreds of times what the distance is from the earth 
to the moon and how long it would take a railroad 
train traveling at sixty miles an hour to complete 
the journey. Yet, unless you are a rare exception, 
you would not be able to repeat the figures before 
referring to an encyclopedia or the book which pub- 
lished them. The reason for this is that the figures 
in question are so far removed from your scheme of 
things that only in exceptional cases will you have 
any use for them and therefore your mind, instead 
of retaining them, discards them as superfluous. 

On the other hand, if I were to ask you what the 
population of your city is, how many children there 











are in your immediate family, how much you paid 
for your last pair of shoes or the size of your collar, 
you could tell me without a moment’s hesitation. 
Anyone of the latter would justly be placed under a 
statistical category as well as the former and, when 
judged from the standpoint of posterity, is infinitely 
less important. Your mind, however, sensing a per- 
sonal link between yourself and the statistics in ques- 
tion, retained them as something valuable. 

This feature should be remembered when you start 
out to incorporate informative items in your window 
display. Unless they impress the reader as an im- 
portant addition to his store of knowledge, he will 
unconsciously forget them a moment or two later. 
‘There is nothing that bores the average man so much 
as what he considers irrelevant and consequently 
useless information. 

Having covered the field that I set out to cover in 
the beginning, | would like to add a few remarks 
before bringing this article to a close. One of the 
things which every window dresser should cultivate 
is repression; in other words, simplicity in design. 
If you are planning a mammoth display for what 
might justly be termed a two-by-four window—re- 
duce your ideas, by all means. You can’t possibly 
hope to crush St. Paul’s Cathedral into Trinity 
Chapel. The result would not only be absurd; it 
would be ludicrous. Very often the whole effect of 
a display has been ruined by the dresser attempting 
some such similar performance. Consider the size of 
your window, review the magnitude of your plans 
and, if the latter is too great reduce it, because you 
surely can’t increase the size of your window. You 
will find that after the reduction process has been 
completed you will have a much more impressive 
display to offer the public, with perhaps an idea or 
two left over for future displays. 

Another thing: Never clutter your window with 
a mass of dazing objects and ideas. Don’t start out 
with a gas range display and, upon finding that you 
have a little space left on both ends of the window, 
crowd in several mantles on one end and an assort- 
ment of fittings on the other. That is not economy 
ol space—it is Simon-pure profligate waste of time 
and labor. A thoroughly efficient window dresser 
would never be guilty of such an error. Only a rank 
amateur would. To assure yourself of this fact, com- 
pare the product of expert window dressers in the 
larger department stores of your town with the prod- 
uct of the inept in the smaller variety shops. One 
look should be sufficient to convince you that the 
best results are obtained by starting out with one 
object in view and stopping after you have at- 
tained it. 

In conclusion, I would like to advise appliance 
dealers that long before the decorations of a window 
lave started to look timeworn and bedraggled, the 
window has lost all appeal to the public. To achieve 
maximum effectiveness, a window must be dressed 
frequently. Don’t look upon the display window as 
a source of trouble and expense; if you direct your 
efforts in the right direction, it is by far one of your 
biggest assets and as productive of satisfactory re- 
cults as any two of your salesmen put together. But 
to get these results you must direct your efforts in 
the right direction. 
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The Need of More Gas Lighting 


An Opportunity for Salesmen to Increase Their Business 


By FRANK L. McCORMICK 


Saturday night, Aug. 19, 1922, Edward M. Chase, 
of Yarmouth, Mass., was thrown from his motorcycle 
on the Wakefield-Matunuck Road and suffered a 
fracture of the skull. He was rushed to the South 
County Hospital at Wakefield, Mass., to be operated 
upon. There was a chance that an operation in time 
would save his life. 

Aug. 19 was a very stormy night in all of New 
England. It thundered and it lightninged. ‘There 
were heavy downpours of rain. The electric service 
all over this section of the State was interrupted. 
The South County Hospital is, of course, lighted with 
electricity. Apparently no provisions whatever have 
been made for lighting it with gas, for when Mr. 
Chase was brought there kerosene lights were being 
used. 

Everything was made ready for an immediate op- 
eration but the current did not come on. Time was 
precious. !t meant life or death. Yet there was no 
current and without it there could be no light, and 
without light there could be no operation. Candles 
and kerosene lamps would not give the volume of 
light needed. 

Mr. Chase did live until the electric service was 
renewed. He went through the operation still liv- 
ing. He lived through the night, but died in the 
morning. 

Every gasman who has given the matter any se- 
rious consideration has foreseen that events such as 
this would surely arise. Depend solely upon lights 
supplied solely by slender wires running out over the 
country and subject to all manner of accident, and 
sooner or later there is going to be an interruption 
of service when it is most needed. 

‘There are a good many hospitals that operate their 
own electric plants for this reason. They operate 
them because of the greater surety of continuous 
service rather than for the economy. 

A central station salesman some years ago showed 
the head of a large hospital that the purchase of cur- 
rent would save him-several thousands of dollars a 
vear. All agreed that this saving could be effected 
but there was not so great an agreement on the con- 
tinuity of service. Finally because of an interruption 
of the central station service while the proposition 
was under consideration the whole idea of buying 
current was dropped. 

To-day more people are buying current than ever 
before. To-day more water power is being used for 
the generation of electricity than ever before. As 
time goes on and coal and its transportation becomes 
more expensive, more and more water power will be 
used. This means a network of aireal wires to con- 
duct this current. The longer the feed lines from 
the point of generation to the point of consumption, 
the greater the danger of and the mores frequent the 
interruptions. 

There has not yet been found any way to prevent 
these interruptions. In some sections of the country, 
in fact, they seem to be more frequent now than they 
were in the past. No matter how much tying-in is 





done with different transmission systems, trouble is 
still likely to occur. There are too many miles of 
wire subjected to the elements. 

Placing all this wire underground would be a pro- 
hibitive expense. Therefore, the best that can be 
done is to use as many safeguards as possible. Such 
places as theaters, hospitals, hotels and apartment 
houses, those places where it is important to have 
light all the time could install a storage battery sys- 
tem for emergency use. 

In an increasing number of cases, however, these 
institutions are buying and using alternating cur- 
rent. This means that added to the investment in 
batteries, battery room and upkeep, an additional 
amount must be invested in converters with which 
to charge the batteries and to convert some of the 
current back to alternating when it is used in the 
case of an emergency. This investment totals up to 
such a large amount that it is usually considered 
better to trust to luck, with the result that we have 
such cases as that of Saturday night, Aug. 19, where 
perhaps a life was Icst due to the interruption of 
electric service. 

For the rest of t>eir lives the friends and the rela- 
tives of that man will be reminded each time an inter- 
ruption of electric service takes place that perhaps it 
was such an nterruption and not the motorcycle acci- 
dent that killed him. The fact that the surgeons op- 
erated upon him showed there was at least some 
chance e* saving his life. Such conditions, therefore, 
actually hurt the electric lighting business. 

Had that hospital been equipped with emergency 
gas lighting throughout an interruption of service 
would not have resulted in any serious inconvenience. 
The operating room could have had an emergency 
gas lighting system that would have flooded it with 
just as much tight as desired. It could have been so 
brightly lighted that the operation could have pro- 
ceeded without waiting for the electric current. In 
that case the life of this man might have been saved. 

Most of the objections made to gas lighting are 
not founded upon fact. Any objections or difficulties 
connected with using it*in an operating room espe- 
cially for emergency purposes can be overcome with 
a little intelligent application. 

It will help both the gasman and the electric man 
to do this. Had the gasman done his part in showing 
how gas lighting can be used for this purpose and 
had the electric man co-operated with, him here is 
one instance where a life might have been saved and 
Loth would have received credit for it. 

Because of the pretty general admission on the 
part of both gas and of electric men that gas lighting 
might as well go out of existance, a life was lost. 
Where should the blame be placed? 

A great many combination plants do not sell gas 
lighting where it is possible to sell electricity for the 
purpose. An official of such a large plant made it 
plain to a new man he was hiring to take charge of 
a gas lighting department that he must not interfere 
(Continued on page 542.) 
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As the Journal Views It 








Let’s Pull Together 


The American Gas Association is to be congratu- 
lated on the success of the annual convention and 
exhibition at Atlantic City, week of Oct. 23. We 
are advised that there were over 2,600 registrations 
of gasmen and guests during the week, and we are 
sure every one of them went home with a stronger 
desire than ever to do their part to make the gas in- 
dustry the major one of the country. 

The program was excellent from beginning to end, 
and the subjects treated in the various papers read 
at the general and sectional meetings were of great 
interest to the whole industry. This meeting showed 
that the gasmen are wide awake to their opportuni- 
ties, and we venture to say that in the very near fu- 
ture the gas industry will take its rightful place at 
the head of industrial progress of the country, and 
will win that public favor and respect in every com- 
munity it deserves. 

The executives, officials and members of the va- 
rious committees of the American Gas Association 
did a work the good effects of which will be felt 
throughout the entire industry for a long time to 
come. Let us all put our shoulder to the wheel and 
do our.respective parts, in season and out, to back 
up the activities of the A. G. A. in every way, for 
what is good for the industry as a whole is good for 
all of us individually. 





The Convention Dailies 


When the AMERICAN GAS JOURNAL, in its desire to 
increase its service to the gas industry, decided to 
issue a daily edition at the annual convention at At- 
lantic City, the real service in mind was to give the 
thousands of gasmen throughout the country who 
could not attend a daily report of the meeting. 
Therefore, 1,200 copies were mailed from Atlantic 
City each day. 

We have already received many words of appre- 
ciation fer this service. Therefore, in the future we 


will issue a daily edition of the AMERICAN GaAs JOURNAL 


at the annual convention of the American Gas Asso- 
ciation, wherever held. 

The labor involved in such an undertaking is enor- 
mous, but if we can visualize to the entire gas in- 
dustry what this annual meeting really means, and 


create a desire in the minds of more gasmen to make 
a sacrifice if necessary to attend, and thus get the 
benefits to all derived, these daily editions will be 
doing the big work for the industry it was hoped 
they would do. 

Every man that possibly can should attend these 
annual meetings of.the American Gas Association, 
and if gasmen not attending could get a little touch 
of the spirit of those at Atlantic City we are sure 
the big attendance last week would be greatly ex- 
ceeded in the future with resultant greater benefit to 
the whole industry. 





Gasmen Optimistic 

Gasmen, generally speaking, are optimistic regard- 
ing the future of the industry, This was clearly 
shown in expressions heard on all sides in Atlantic 
City during the recent national convention. While 
there are serious problems to be met, the advance 
that has been made during the past year has been 
such as to warrant a feeling of confidence. 

One of the outstanding achievements of the year 
has been the change in the attitude of the general 
public toward all utilities. This has been due to the 
fact that support has been given to the various State 
committees on public utility information. We have 
referred to this work frequently, but it was emphat- 
ically impressed on us at Atlantic City by gasmen. 
One executive, in fact, gave credit to the committee 
functioning in his State for the successful placing of 
an issue of securities with his consumers. 

This changed attitude of the public is having its 
effect on elected officials and it has become a byword 
that utilities cannot be attacked with impunity. Of 
course, this does not hold good in all localities, for 
there is always a certain element that is so impressea 
by its own voice that it cannot hear the demands of 
the public. 

Another feature that adds to the confidence of the 
gas company officials is the fact that gas is being 
used for more varied purposes. True enough, this 
may work a hardship during this winter, when the 
demand probably will be far in excess of any pre- 
vious year, but we predict that it will not be far in 
future before little will be heard of an “off-peak” 
load. That is the kind of business that we must 
develop. 
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Sales Letter Construction 

When you build up your direct-by-mail campaign 
use the formula, ATTENTION times INTEREST times LE- 
SIRE times ACTION, in your letters and your result will 
be SALEs. 

Weave these factors, that are essential to all sales, 
and selling copy, into your letters with great care 
and in the sequence named above. 

No matter what style letterheads you use, whether 
“official,” company letterheads, pictorial or double 
fold, as furnished by some appliance manufacturers, 
be certain that the letter is properly and carefully 
thought out and balanced, that it is well written and 
that the “fill-in is properly matched.” ‘That names 
and addresses are correct in every detail, special at- 
tention being given to the spelling of names. 

Any form letter that is written on good stationery, 
neatly “filled in” with the prospect’s name spelled 
correctly and properly addressed will attract his at- 
tention (step one), and if the opening paragraph is 
planned to say something about him or his by the 
use of the pronouns “you” or “your” it is pretty safe 
to believe that it will arouse sufficient interest to 
cause the prospect to become interested (step two) 
to the extent that he will read the next paragraph. 

Creating a desire (step three) is the work to be 
accomplished by this paragraph, and in planning it 
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By WILLIAM H. MATLACK 


you will have to call in all your reserve information 
about folks and their habits, their likes and dislikes. 
You must remember that in sending out form letters 
you are undertaking mass selling and that you will 
therefore have to work out this factor in a way that 
will appeal to Mr. Average Man. It may be that you 
will have to use more than one paragraph to properly 
build up this factor, and you may find that the best 
way to accomplish the end desired will be to tie-in 
the merchandise you are exploiting to the habits, the 
home or special requirements of the prospect, or you 
may play upon the devil “Fear.” 

To lead him to desire by suggestion, no difference 
which of them you may employ, is the most effective 
way. It is a well-known fact that you may lead a 
man when all other methods of persuasion fail Once 
you lead him by suggestion to desire there is but one 
more step to be taken to make the sale—to secure 
action (the final step). 


You may attract a person’s attention, you may 
secure his interest and create a desire on his part to 
acquire the merchandise you posséss, yet with all 
these factors accounted for he as yet is nothing more 
than a prospect. It takes action to complete the 
sale, and this is the work you have to accomplish in 
the closing paragraph of your letter. See to it that 
the closing paragraph or line is one designed to cause 


No. 1 


Mr. James U. Green, 


Dear Sir: 


ATTENTION ®-> 
fuel reports. 


INTEREST *»~ 
| your furnace. 
DESIRE _— 
your part—all automatic. 
ACTION > 





7000 Calvert Street, 
Baltimore, Md. 


November 4, 1922. 


Your home has been equipped with a gas firéd furnace, according to our 


We therefore take the liberty of bringing to your attention the extremely 
important item of “hot water service.” 
Hot water is an indispensable need.in the house. 


It is such a common 


need that it is just possible that you overlooked the matter when ordering 


You will be glad to know that we have an automatic gas water heater 
that can be installed right alongside of your furnace, which will furnish you 
with an ever abundant supply of hot water, without any attention at all on 


With our heater installed your hot water worries are ended. Let us mail 
you a catalogue, or send a representative to go over your requirements, and 
make an“estimate of cost of installing such a system. 

Use the enclosed card for further information. 


Yours very truly, 





For Water Heater Department, 
LIGHT & POWER COMPANY. 
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and make it easy for the prospect to act, to send a 
remittance, fill in and mail a card or go to the tele- 
phone and ask that a representative call or for 

Two examples are shown here—No. 1, which 
shows graphically how the factors Attention, Inter- 
est, Desire and Action are handled is written on a 
special letterhead, and No. 2 (copy only) is written 
for use on a double fold, combination letter and de- 
scriptive circular. In case of No. 2, where the salu- 
tation is in the form of a subject, no fill-in is used. 
Both form letters are pen signed. Not to try to fool 
anyone, merely to show attention, and to get away 
from the cheap, sloppy rubber stamp signature 
which with the “dictated but not read” rubber stamp 
is a symbol of careless management : 


No. 2 
AN ABUNDANCE OF Hot WarTER 

There is nothing more to be desired than an 
abundance of hot water. 

You can easily have it and without effort on 
your part. The secret of always having hot wa- 
ter at a turn of the spigot is the use of an auto- 
matic gas fired water heater, which is described 
in this folder. It will supply all the hot water 
you need, “heated on the run.” 

Heating water by gas is accepted nowadays as 


a 





the efficient, economical, sanitary and labor-sav- 
ing method. 

Our expert, without obligating you in any 
way, will be glad to call on you and to make a 
careful study of your needs, after which he will 
recommend the exact size heater to fulfill your 
requirements. 

An automatic gas-fired water heater is one of 
the greatest servants you can have, always ready 
to serve you in time of sickness, for the laundry 
and kitchen and the bath, at any hour, day or 
night. 

Use the enclosed card to-day for full details 
regarding the proper heater for your home or 
telephone Main 1234. 

You need hot water all the time. 

City Gas Company. 


A Suggestion for the Window Trimmer 

To attract attention is the first requisite to the suc- 
cessful window display. One way to accomplish this 
is to work out an unusual setting, a background for 
the merchandise that will flash a “stop” signal to 
the passing prospect. As a suggestion as to what 
may be done along this line examine the illustration 
shown here. 

Assume that we are aggressively pushing the sale 
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ot water heaters, that we have been approaching our 
prospects by direct-by-mail advertising and by local 
newspaper advertising and that we are desirous of 
obtaining a window tie-in. 

Take one water heater, set it in the center of the 
window, and around it build up your sales talk by 
the use of four to six “cut-outs,” as illustrated. If 
the manufacturer does not furnish these cut-outs, 
they are easily made by taking trade paper or maga- 
zine or even newspaper cuts, illustrating the differ- 
ent uses to which the appliance may be applied and, 
after pasting them to a piece of stiff cardboard, cut- 
ting them out with a sharp knife, and with the use 
of a “cardboard leg” pasted to the back made into 
an easel card for “set up” around the appliance. Run 
colored ribbons from the heater to the cards. Do 
not have too many cards—six in the average size 
window is sufficient—as too many features may con- 
fuse the prospect. In the case of a water heater do 
not zo into details about gas consumed and cost of 
sefvice in your window display. Simply illustrate 
with sour cut-outs the different daily uses for hot 
water service in the home. Rest assured if you can 
attract attention that the cards will arouse interest 
and cause the prospect to come into the store where 
you can by actual demonstration create desire and 
sell the appliance. 

Bear in mind that your window cannot be expected 
to sell, but that it is to perform but the first two steps 
necessary to the completion of every sale, attract at- 
tention and arouse interest. 

The big thought in your window then should cen- 
ter about your window scenery. As an illustration 
of what may be done in the way of building a back- 


ground in the illustration shown here the background 
is to be made of composition board. The portion of 
the background that appears solid black is colored 
blue and the words “Hot Water Service” are red, while 
the irregular line at the top is the “cut-out” line of 
the background. The portion below it is white. To 
accomplish this effect take a sheet of composition 








board and outline the portion to be colored and the 
letters and just above it outline the portion to be cut 
off. Make your cut-out by use of a coping saw, wash 
in the lower background and outline the wording 


with water colors. If you desire to secure a very 
pleasing effect you may offset the white portion of 
the background. Cut it out from a second sheet of 
composition board and set it up back of the colored 
portion about eighteen inches. 





Need of More Gas Lighting 


(Continued from page 538.) 


with the electric lighting, that he must always give 
preference to the electric lighting salesmen. 

When this man called upon the illumir:ating engi- 
neering department to lay out a gas lighting installa- 
tion in the plant of any prospect it always happened 
that an electric lighting installation which would 
give better service would also be laid out and sub- 
mitted to this same prospect. Usually he decided 
upon the electric installation, 

This practice has had very much more to do with 
the waning of gas lighting than any desire on the 
part of the public. There are a lot of people who 
still prefer gas lighting and who would use it if they 
were given the proper advice in regard to the best 
equipment with which to use it. 


Gas as a Standby 


Disparaging gas lighting has gone to a dangerous 
extent. It has gone to such an extent that sooner 
or later it is going to react upon electric lighting. 
Some electric light men realize this. Electric light 
men have been known actually to instafl gas lighting 
for emergency purposes to guard against any loss on 
the part of the light user due to any interruption of 
service. 


The sooner every gas and every electric light man 
comes to the realization that this is good practice 
the better it will be for both. Emergency work will 
develop gas lighting if it.is carried on in the best 
possible manner. It will mean a greatly increased 
use of gas lighting and a broadening of the field for 
it suse. 


To-day ir order to equip an operating room with 
gas lighting in such a way as to enable the surgeons 
to operate in a successful manner would probably 
require some-specially made lighting equipment. In 
many other forms of gas lighting for emergency use 
new equipment would have.to be designed. 

Here is a field for gas lighting that has not been 
scratched. It is a field that it is just as important to 
the electric man as it is to the gasman to have de- 
veloped. Because of the greatly increased use of 
electricity, because of the smaller proportion of iso- 
lated plants used, because of the greater length of 
the transmission systems, interruptions of service are 
likely to be more frequent and their seriousness of 
far greater consequence than in the days when com- 
paratively few people were using electric current 
and what was used was either generated on the 
premises or only a short distance from it. 

The gas industry may be able to get along very 
nicely without gas lighting. It is not so evident that 
the electrical industry can. The gasman can make a 
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little profit out of this gas lighting. The electric 
light man needs it, and in fact must have it if he 
isn’t to lose a lot of business to isolated plants. 

Since 1917 the central station has experienced very 
little competition with isolated plants. This has 
been the case because during the war it was not easy 
or practical to install them and since then an attempt 
has been made to keep down the investment. Let a 
few instances similar to that in South Wakefield 
occur and there will be a great demand for isolated 
plants. Therefore, the electric man really needs gas 
lighting even more than the gasman does. Here is 
a place where the two can work together greatly to 
the benefit of both. 


Leakage of Natural Gas from Pipes 


R. A. Cattell, natural gas engineer of the Bureau of 
Mines, who is making a special study of transmission 
losses of natural gas, plans to conduct a series of tests 





on section of pipe to determine the relation of leakage 
to pressure. Although all the gas companies are, of 
course, interested in the subject of transmission losses, 
comparatively little work has been done to determine 
certain fundamental facts, such as the effect of pres- 
sure on line losses. 





Educating the Public 

Denver, Col.—The Denver Gas & Electric Light 
Company invited the public to its assembling room re- 
cently and there used the film, “The Story of an Electric 
Meter.” The whole affair was explained in a non- 
technical manner and stress was laid upon the accuracy 
of its recording functions. 

What’s the matter with doing the same with the gas 
meter and then lecturing the crowd in a happy mien, 
bringing home the facts of the vast benefis to be derived 
by using gas! The public buys where it can be enter- 
tained. 


Gas Ranges as Christmas Gifts 


A Few Advance Suggestions 


By WILLIAM B. STODDARD 


What is the thought behind the making of a Christ- 
mas gift? Is it not the giving of pleasure to one neat 
and dear? What, then, would be appreciated more by 
the housekeeper—be she mother, wife, sister or daugh- 
ter—than something that will lighten her daily labors 
and give her more time for recreation? This is the way 
to talk to your customers for several weeks before the 
arrival of Christmas. And all the time you are talking 
you should be giving due publicity to your gas ranges, 
through the newspapers, the show window and by dem- 
onstrations in the store or at home. Get the men-folk 
to thinking about it wel! in advance. Also make the 
suggestion that perhaps the lady of the household would 
like this range in the preparation of her Thanksgiving 
dinner, and would appreciate it all the more if it arrived 
in the home a month ahead of Christmas Day. But, 
above all, have an air of festivity about your Yuletide 
advertising, be it paper or window display. 

Baer Bros., San Francisco, Cal., had a good-sized 
ad, with the cut of a gas range encircled by a holly 
wreath tied with a bow of ribbon, while below was the 
following: 


Give “Her” a GAs RANGE FOR CHRISTMAS 

Beautiful; efficient; it is a gift which will 
tangibly express your consideration for her 
welfare—a gift that will show that you are 
really interested in making life more enjoyable 
and the cares of home less burdensome for her. 
A gas range suggests leisure, not work. Choose 
one to-day, to be delivered whenever you wish. 


They had a very effective method of advertising this 
stove at night, particularly to the late home-going thea- 
ter crowds. In front of the main door, which was of 
glass, was a big gold frame. Back of this was a large 
box lined with pleated black cloth, and within the box 


was an enameled range. In the top of.the case, con- 
cealed by the frame, was a row of electric lights that 
cast their rays full on the stove. A card on the door 
observed : 


WorTHY OF THE FINEST FRAME 
QUAKER GAs RANGE 
The Most Appreciated Christmas Gift You 
Could Get for Her 


Another firm that went after the Christmas business 
in gas ranges in a very effective manner was the Mil- 
waukee (Wis.) Gas Light Company. Their manager 
talked very interestingly about their method: 

‘Before Christmas we sent out a special offer, allow- 
ing $10 for an old gas stove if a new cabinet range was 
purchased at our salesroom. We said they would be 
taken to the scrap pile; and there they went, 160 of 
them, and they made a nice hill of junk. Many of the 
stoves had been in use twenty years—and they looked it. 
We had a picture made of the junk heap, had this en- 
larged, and placed it on an easel in our window. Then 
we placed two types of our newest style gas ranges in 
the window, each with holly-decked arches above them, 
and a card suggesting: 


SEND Your O_p RANGE To THE JUNK HEAP 
Get A New Gas RANGE FoR CHRISTMAS 
It is a gift the whole family will enjoy, for 
not only will it save mother hours of labor but 
it will give better food -for all. 


“Most of those buying new ranges bought enameled 
ones, and 80 per cent of the buyers paid cash and took 
5 per cent discount. The big idea is to get equipment 
out of service which makes it impossible for a con- 
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sumer to get first-class results. The best gas in the 
world is badly handicapped if burned in obsolete equip- 
ment, and no amount of explanation will make the cus- 
tomer satisfied. A new range with lighter, heat con- 
trol, enamel panels, etc., makes a booster for gas, where- 
as the old cripples, like the ones shown in the junk heap, 
make it difficult for the gas company to render good 
service.” 

The firm of H. B. Benbough, San Diego, Cal., is a 
staunch believer in signboard advertising and in fre- 
quent changes of copy. Just before the Thanksgiving 
and Christmas holidays they painted the picture of a 
modern, up-to-the-minute kitchen, with a gas range very 
prominently displayed and a woman making pies. The 
inference was so plain that he who ran might read— 
the gas range, with its absence of dirt and ashes and its 
even heat, halves the labor of preparing the holiday 
feast. 

As stated at the beginning of this article, one’s holi- 
day advertising should be of a festive nature, and an 
excellent example of a Christmas window trim was that 
of Jennings’, Portland, Ore. Gas ranges, and gas ranges 
alone, were featured, and yet they were presented in 
such a holiday manner as to present a very “gifty” ap- 
pearance. The background was a cut-out design of 
cardboard, like the wings of a stage, painted a bright 
gold against a sky-blue back drop, while to this were 
fastened great masses of green foliage and holly berries. 
In the window were shown three up-to-date gas ranges. 
Cards close to the glass gave the price. A big white 
goose down front and a canary in gilded cage in the 
rear added a festive touch to the display. Little holly- 
bordered ads scattered through half a dozen pages of 
the papers suggested, “Gladden her heart with a gas 
range for Christmas.” 





Committee for Gas Safety Code 


Governmental departments, technical societies, in- 
surance companies, manufacturers of gas making 
and gas using equipment, and employers and em- 
ployees are represented on the sectional committee 
far gas safety code, the personnel of which is an- 
nounced by the American Engineering Standards 
Committee. The agencies which will participate in 
the development of the gas safety code through the 
machinery of the A. E. S. C. and under the joint 
sponsorship of the American Gas Association and 
the Bureau of Standards are: 


American Gas Association. 
American Institute of Architects. 
American Society of Safety Engineers. 
Associated Factory Mutual Fire Insurance 
Companies. 
United States Bureau of Mines. 
United States Bureau of Standards. 
Compressed Gas Manufacturers Asssociation. 
International Association of Industrial Acci- 
dent Boards and Commissions. 
National Association of Master Plumbers. 
National Board of Casualty and Surety Under- 
writers. 
National Electric Light Association. 
National Fire Protection Association. ‘ 
National Safety Council. 
Natural Gas Association. 
Underwriters Laboratories. 


United States Department of Labor. 
United States Public Health Service. 


The personnel of the sectional committee for gas 
safety code is as follows: 


Organization 
Represented 
American Gas 
Association 


American 
Institute 
Architects 


American Soci- 


ety of Safety 
[Engineers 


Ass. Fact. Mut. 


Fire Ins. Cos. 


Lureau of Mines 


Bureau of 
Standards 


Comp. Gas Mfrs. 


Association 
International 
A. 7. RBC: 


Nat. Ass. Mas- 


Plumbers 


Nat. Board Cas. 


and Surety 
Underwriters 
Nat. Fire Pro- 
tection Ass. 


Nat. Safety 
Council 


Nat. Gas. Ass. 


Name and Address 

of Representative 

W. R. Addicks, vice-pres- 
ident Consolidated Gas 
Company, 150 East Fif- 
teenth Street, N. Y. C. 

E. H. Earnshaw, Asst. G. 
M. Public Service Gas 
Co., Newark, N. J. 

R. C. Griswold, chief of 
Tech., Henry L. Doherty 
& Co., N. Y¥. C. 

A. H. Hall, Central Union 
Gas Co., N. Y. C. 

W. J. Serrill, United Gas 
Improvement Co., Phila- 
delphia, Pa. 

D. K. Boyd, Otis Build- 
ing, Philadelphia, Pa. 

J. A. Wetzel, 130 East Fif- 
teenth Street, N. Y. C. 
G. O. Smith, American 
Atmos Corp., 105 West 
Fortieth St., N. Y. C. 

C. W. Mowry, Fact. Mut. 
Labs., 31 Milk St., Bos- 
ton, Mass. 

A. W. Ambrose, chief pe- 
troleum technologist, Bu- 
reau of Mines, Washing- 
ton, D. C. 

W. M. Berry, gas engi- 
gineer Bureau of Stand- 
ards, Washington, D. C. 
H. S. Smith, 30 East 
Forty-second St., N. Y. C. 
F. D. Patterson, Dept. of 
Labor and Industry, Har- 
risburg, Pa. 


T. F. Hanley, 3444 Forest 
Avenue, Chicago, III. 


D. L. Royer, Ocean Acci- 
dent & Guarantee Corp., 
114 Fifth Ave., N. Y. C. 


F. J. T. Stewart, N. Y. 
soard of Fire Underwrit- 
ers, 123 William Street, 
New York City. 

F. M. Rosseland, Nat. 
Safety Council, 168 North 
Michigan, Ave., Chicago, 
ill. 

H. C. Cooper, Hope Nat. 
Gas Co., Pittsburgh, Pa. 
B. C. Oliphant, Iroquois 


Natural Gas Co., Buffalo, 
\. 2 


Class 
of Rep. 


(a or b) 


(a or b) 


(a or b) 


(a or b) 


(a or b) 


(e) 
(e) 
(e) 


(f) 


(d) 


(d) 


(a) 
(d) 


(a) 
(f) 


(f) 


(e) 


(a orb) 


(aorh: 
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Underwriters 
Laboratories 


E. J. Smith, 207 East Ohio (e) 
St., Chicago, IIl. 
C. R. Welborn, 207 East (e) 
Ohio Street, Chicago, III. 
U.S. Dept.of _W. M. Gunther, United (c) 
Labor Ass. of Plumbers and 
Steam Fitters of the U. S. 
and Canada, 126 West 
~ ct St., Chicago, 
ll. 
E. A. Kline, International (c) 
Brotherhood of Black- 
smiths, Drop Forgers and 
Helpers, 729 Eleventh St., 
Drop Forgers and Help- 
ers, 729 Eleventh Street, 
S. W., Washington, D. C. 
George H. Richardson, (c) 
secretary-treasurer, inter- 
national Ass. of Fire 
Fighters, 105 A. F. of L. 
Bldg., Washington, D. C. 
U.S. Public R. R. Sayers, Public (d) 
Health Service Health Service, Washing- 


ton, D. C. 

CLASSIFICATION OF PERSONNEL 
(aandb) Manufacturers and employers......... 9 
ts PPO NORTE TTS 3 
“d) Se, Mn cic wceveseectus 4 
(c) Techmical societies, etc... .2....cccceee 6 
(f) Insurance companies ................. 3 
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Gas Securities a Good Investment 


Dallas, Tex.—In a recent issue of Barron’s financial 
review W. C. Barron replies to an inquirer who says he 
owns securities in several gas companies and has been 
much disturbed by a letter recently issued by a well- 
known market adviser who says that gas companies 
have seen their best days. 

“Tt is true that gas companies have lost business to 
electric companies in the last few years,” replies Mr. 
Barron, “but they have more than made it up in other 
fields. The total output of manufactured. gas increased 
200 per cent from 1901 to 1920. The use of gas 
for heating has seen a tremendous growth, while the 
electric companies have been capturing the illuminating 
field. Both types of public utilities have benefited in a 
large degree by the more constant use of their service. 
Instead of having the principal demand for their service 
come in a few evening hours, the use of gas for cooking, 
heating water and a multitude of industrial purposes en- 
ables gas companies to use their plants much more 
nearly to capacity. Gas is invading the field of domes- 
tic heating, and if some summer use for gas of equal 
magnitude can be developed in order to justify the 
necessary plant investments this may ultimately become 
one of the principal business fields of the gas companies. 

“The gas stocks have recently had an excellent come- 
back as a result in the decreasing operating costs and 
the epoch-making decision of the United States Su- 
preme Court holding the New York 80-cent gas law 
confiscatory.” 





Empire Executives Confer 


A conference of managers of the gas divisions of the 
Empire Companies was held last month at Winfield, 
Kan., for the purpose of discussing present problems 
and making plans for future activities. Each of those 
in attendance was prepared to report on the different 
phases of his work, and the following program was fol- 
lowed : 

H. D. Hancock, “What We Expect of Distribution 
Managers”; O. B. Seyster, “Public Relations”; F. A. 
Haerle, “How to Get the Most Good from Member- 
ships in the Chamber of Commerce and Civic Clubs”; 
A. J. Nagel, “The Public Relations Situation in Win- 
field”; E. S. Miller, “An Analysis of Leakage Reduc- 
tion Work in the Western Distributing Company”; F. 
T. Parks, “High Points in the Sale of Empire Securi- 
ties” and “The Demand Rate in Arkansas City”; C. H. 
Koinm, “Important Phases of the Mechanical Installa- 
tion of Demand Meters, Complaint Investigations, 
Etc.” ; George, L. Paxton, “Remarks on Industrial Gas 
Possibilities.” 

This meeting is the second of a series of one-day 
conferences which will be held approximately every two 
months for the discussion of current problems existing 
in the gas distribution properties in the mid-continent 


field. 





Advertising “Campaigns” Wrong 


Denver, Col.—‘‘An ‘eating campaign’ of a few days’ 
or weeks’ duration, followed by a famine of several 
months or a year, would be fatal to the chap who un- 
dertook it. He either would die of indigestion or starve 
while waiting for the next campaign. Life could not be 
sustained under such an illogical system. Yet there are 
men who believe they can sustain the life of their busi- 
ness with ‘advertising campaigns.’ ” 

Speaking before a gathering of Denver business men 
a few days ago, George E. Lewis, executive manager of 
the Rocky Mountain Committee on Public Utility In- 
formation, made the above observations, adding: 

“You'd better take the money you put into these spo- 
radic, once-a-year advertising spurts and salt it away. 
You are going to need it. For the modern business 
that fails to take account of systematic and continuous 
newspaper advertising is ignoring one of the funda- 
mentals of success. 

“Setting aside a fund for advertising is just as im- 
portant a part of the modern-day business as setting 


aside funds with which to purchase goods, pay rent, hire 
clerks or otherwise maintain the establishment. 

“Even the enterprise which has no competition can 
build the volume of its business and income and increase 
customer interest and confidence by newspaper adver- 
tising. The public service industry, which, under pres- 
ent State regulation, has no competition, has demon- 
strated the truth of this assertion, for mainly through 
newspaper advertising it is winning customer confidence 
and friends by the thousands.” 
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Public Utilities Securities 


Report 


Market 


Prices of Representative Gas Bonds 


(Quotations furnished by The National City Company) 


Nov. 2, 1922 
Company Maturity Bid Asked 
American Lt. & Trac. Co........... Five Year 6s........May 1, 1925 110% 111% 
Brooklyn Union Gas Co............ First Consol. 5s.....May 1, 1945 9% 9714 
Columbia Gas & Elec. Co........... PME Dh sccccanccscimar b, WE 95 96% 
Consol. Gas, Elec. Lt. & Pr. Co. of 
SRE Rae Or See ae First Ref. 7'4s...... Dec. 1, 1945 110 111 
Consol. Gas, Elec. Lt. & Pr. Co..... General 414s ........ Feb, 14, 1935 91% 92% 
New Amsterdam Gas Co............ First Consol. 5s..... Jan. 1, 1948 85 87 
Denver Gas & Elec. Co............. Gen. (now Ist) 5s...May 1, 1949 94%, %6 
Beene Cale Cae Cn, i cbes ceneue NE wicintthss Kéue od Tan. 1, 1923 100 — 
Equitable Illum, Gas Lt. Co. of 
EN, sc. rudy atines atea te oo 8 ea Jan. 1, 1928 99% 102 
Hudson County Gas Co............. Pee De. cccccececasamey. 1, 190 9234 95 
Laclede Gas Light Co........cccces met. & Wet. Se......2 Apr. 1, 1934 92 93 
Louisville Gas & Elec. Co........... First & Ref. 7s...... June 1, 1923 100 100% 
Michwan Light Co........2.sss0:- First & Ref. 5s...... Mar. 1, 1946 92%, 93% 
Milwaukee Gas Light Co........... PerGE SB <incsccccve aay 4.1607 92 92% 
Pacific Gas & Elec. Co............. Gen, & Ref. 5s...... Jan. 1, 1942 91144 92 
Pacithe Geo & Elec. Co... .ccccsces First & Ref. 7s...... Dec. 1, 1940 106 —_ 
Cal. Gas & Biec. Corp. .....cccsaces Unif. & Ref. 5s......Nov. 1, 1937 95% 96% 
Peoples’ Gas Lt. & Coke Co........ Refunding 5s........ Sept. 1, 1947 91% 93% 
Chicago Gas Lt. & Coke Co......... i Se July 1, 1937 94%, 97% 
Portland Gas & Coke Co........... First & Ref. 5s...... Jan. 1, 1940 91% 93 
ees NEY COD. gona sce coccncs Refunding 5s........ Oct. 1, 1949 85 87 
Southern California Gas Co........ SED or a soc ns euns Nov. 1, 1950 99 101 
Utica Gas & Electric Co............ Ref. & Ext. 5s....... July 1, 1957 9% 91% 
Washington Gas Light Co.......... General 5s..........Nov. 1, 1960 95 96 


Western States Gas & Elec. Co. of 





a i a First & Ref. 5s...... June 1, 1941 91 93 
New Gas Company for Indiana mission found that all represen- 
Kokomo, Ind—The Koppers- tations made by the petition and 


Kokomo Company, which is to be 
formed for the purpose of owning 
the artificial gas plant from which 
the Kokomo Gas & Fuel Company 
will serve its customers, will be or- 
ganized and incorporated under 
the laws of the State of Indiana, 
according to a recent ruling of the 
Public Service Commission, which 
closed the gas deal with the Peo- 
ples’ Light, Heat & Coke Com- 
pany of Chicago. 

A copy of the commission’s rul- 
ing in approving the contract be- 
tween the city and the gas com- 
pany and the supplemental sched- 
ule of rates under which the artifi- 
cial gas will sell for $1.50 a thou- 
sand cubic feet up to the first 10,- 
000 has been received. The com- 


the amended petition before them 
were true and that their prayers 
should be granted, except that 
the city of Kokomo and the com- 
mission were of the opinion that 
the proposed Koppers-Kokomo 
Company should be organized un- 
der the laws of Indiana, to which 
the petitioner consented. 





Pacific Gas Dividend 


Denver, Col.—The Pacific Gas & 
Electrit Company has declared the 
regular quarterly dividends of 


$1.50 a share on both the preferred 
and first preferred stocks, payable 
Nov. 15 to stockholders of record 
of Oct. 31. 


Bank Urges Investment in 
Utilities 

The Guaranty Trust Company, 
of Kansas City, Mo., is a firm be- 
liever in public utility securities 
as a means of investment. In a 
pamphlet issued recently it gives 
the following reasons for invest- 
ment of savings in public utility 
securities : 

1. Light and power companies 
furnish community necessities. 

2. They have enjoyed remark- 
able stability of earnings for many 
years. 

3. They are recognized in law 
and practice as publicly regulated 
monopolies. 

4. During periods of changing 
prices for basic commodities they 
are free from inventory adjust- 
ment problems. 

5. They enjoy greater immunity 
from labor troubles than almost 
any other large enterprise. 

6. Their business is very nearly 
on a cash basis. 

%. They hold a record almost 
equal to national banks for mini- 
mum risk of failure. 

8. For prompt payment of prin- 
cipal and interest and for market- 
ability their bonds are unsur- 
passed. 

9. Through new development in 
the science of electricity greater 
economies of operation are secured 
and new -uses for electricity are 
found, increasing the opportunity 
for added revenues. 





Virginia Company Elects 
cers 

Portsmeuth, Va.—An adjourned 
annual meeting of the stockholders 
of the Portsmouth Gas Company 
was held at the company’s office, 
512-514 High Street, last week for 
the election of officers, which re- 
sulted as follows: B.B. Ferguson, 
president and superintendent; C. 
S. Morse, secretary and treasurer; 
Dr. Joseph Crice, vice-president, 
and R. S. Marshall, N. G. Gayle, 
Joseph Grice, B. B. Ferguson and 
John Mcllhenny, directors. 
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Fix West Virginia Coal Price 

Washington, D. C.—Results of 
a conference between Federal Fuel 
Distributor C. E. Spens and a del- 
egation of coal operators from the 
northern West Virginia bitumi- 
nous field, at which a reduction of 
$1.25 per ton in the maximum price 
of domestic coals mined in this 
field was arranged, are given in 
the following statement, issued by 
Mr. Spens: 

“A conference was held in 
Washington, Nov. 2, between the 
coal operators of the northern 
West Virginia field, which includes 
the Fairmont District, and the 
Federal Fuel Distributor, to dis- 
cuss the question of maximum 
prices f. o. b. at mines on prepared 
sizes of bituminous coal for house- 
hold purposes. 

“The operators signified their 
willingness not to exceed a maxi- 
munrf. o. b. price at mines of $4.50 
per ton. Previous prices having 
ranged as high as $5.75 per ton, the 
new basis, therefore, constitutes a 
reduction in the previous maxi- 
mum figure of $1.25 per ton. This 
basis was voluntarily established 
by the operators in the northern 
West Virginia field in recognition 
of the present emergency and to 
assist the Federal Fuel Distributor 
in the accomplishment of the pur- 
poses of the act establishing this 
office. ‘ 

“While the representation at the 
conference was not complete, so 
large a percentage of the entire 
production was represented that 
we have been assured that we will 
have 100 per cent co-operation in 
the entire district. 

“C. F. SPENS, 
“Federal Fuel Distributor.” 


The annual production of coal 
from the northern West Virginia 
field, used for various purposes, 
ranges between 16,000,000 and 20,- 
000,000 tons. 


Meeting of the American 


Association of Geologists 

President William E. Wrather, 
of Dallas, Texas, called to order 
the fall meeting of the American 
Association of Petroleum Geolo- 
gists, at Denver, Col., Oct. 26 to 28. 

There were aver 200 members, 
from all sections of the United 
States, present and within the 
three days’ time there were sixty- 
eight papers read; papers covering 
the seeking, finding and produc- 
tion of oil; appraisement of oil 
properties and so on all through 
the business. After adjournment, 
a majority of the members went to 
Salt Creek field on an inspection 
trip. 





Gasoline in 1923 


From what is said to be a con- 
servative estimate there will be 13,- 
500,000 gasoline engines in use in 
1923, using an average of 420 gal. 
of fuel each a year. This will call 
for 5,670,000,000 gal. of gasoline 
for the year and at the present ex- 
traction of four barrels of crude to 
one of gasoline it will require the 
production of 540,000,000 bbl. of 
crude. 





Shale and Colorado 


Frank E. Shepard, president of 
the Denver Engineering Works, 
addressed the Denver Civic and 
Commercial Association on “De- 
veloping Colorado Resources.” 
Among other things, he said: 

“If there is one industry in Col- 
orado that we can develop it is the 
oil shale. Oil men may say, ‘Oh 
well, that is something that will 
be good for our grandchildren,’ 
but, gentlemen, it should be here 
now. 

In the Debeque region we have 
shale containing approximately 
50,000,000 bbl. of oil. This is 
equal to the entire known available 
supply of oil of the world to-day. 
We know how to transport and 
how to crush it, to retort and to 
condense it, and it is up to us to 
develop it. We have the money; 
let us have our industry.” 











More Colorado Coal 

Cassius V. Smith, Federal min- 
ing examiner of the General Land 
Office, has just returned from an 
inspection of the undeveloped part 
of northwestern Colorado and he 
reports coal veins from ten to 
thirty feet in thickness, lying dor- 
mant and undeveloped, and that 
this wonderful coal bed may re- 
main in such condition until trans- 
portation facilities are established. 

This may seem queer to those 
who have not visited that section, 
but the topography is such as to 
make it necessary for special meth- 
ods and, even though the coal is 
mined and brought to the Moffat 
Railroad, there will be a great cost 
to transport over the Corona Hill, 
hence it is the great need for the 
Moffatt Tunnel you have read so 
much about. Oh, yes, it is possible 
for someone to build in from the 
Utah or Wyoming line and cart 
this coal to the Pacific slope and 
that is just what is going to hap- 
pen if Colorado keeps dilly-dally- 
ing and failing to bore the tunnel. 





Colorado Incorporations 

The Universal Boiler Company, 
$250,000. Home office Denver. 
ee ators, Harry E. Ryan, E. 

. Regnier and Herbert W. Ryan. 


The Western Oil & Gas Com- 
pany, $350,000. Home office Den- 
ver. Incorporators, J. R. Riley, 


W. E. Stevens and H. O. West. 


The Morrison Oil Company, 
$25,000. Home office Denver. In- 
corporators, Meyer Ornstein, W. 
M. Rosen and Samuel S. Ginsberg. 





Gas Contract Bill 

At. Bartlesville, Okla., a legal 
battle involving more than $4,000,- 
000 damages has been filed in the 
Washington County district court 
by the Empire Gas & Fuel Com- 
pany, in which this company 
charges the Owen Osage Oil & Gas 
Company has violated its contract. 
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Rebuilds to Get More Output 
per Day 

The problem of more gas per 
day from existing apparatus has 
been solved by the Lancaster Gas, 
Light & Fuel Company by rebuild- 
ing two of their eight foot six inch 
sets, equipping each one with a 
ten-foot diameter generator, the 
“angle type” connections to the 
present carbureter, with Model H 
reversing valve on each set, and 
hydraulic operated blast valves; 
also equipping each set with a 
Western: automatic control ar- 
ranged to operate the hydraulic 
cylinders of this set. Each control 
has an independent supply of oil 
under pressure. This use of oil 
under pressure as a means of reg- 
ulating the timing device has been 
found very flexible and accurate. 

To better maintain the efficiency 
of the oil spray, each set will be 
equipped with a Western auto- 
matic oil purge, a device which will 
enable high pressure steam to be 
turned into the pipe supplying the 
oil spray immediately after the oil 
is shut off, letting the steam flow 
through the pipes and purge out 
the spray opening for a period of 
five to ten seconds, the exact time 
will be under the control of the op- 
erator. This automatic steam purge 
is an independent unit and can be 
applied to any water gas set where 
the main oil supply valve is opened 
and closed by hydraulic power. 

A waste heat boiler will be in- 
stalled with connections so arranged 
that it may take the blast gases from 
either one of the rebuilt sets. A 
convenient feature of the boiler will 
be the use of a large hinged cover 
with asbestos lute; the door can be 
readily unbolted and swung upwards 
to give access to the entire upper 
tube head of the boiler and to per- 
mit a quick clean-out of any dust or 
other material accumulated within 
the tubes. A steel platform will be 
built and connected to the present 
operating floor for convenient access 
to all new parts. 

As a further refinement for the 
heat control of the sets, arrange- 
ments have been made to supply sec- 
ondary air into the Y branch con- 
necting the boiler with the two sets, 
enabling the operator to hold down 
the air into the carbureter to only 
that amount actually required to 
keep up the heats in the checker 
brick, and use the auxiliary blast 
valve to complete the combustion of 
the gas that otherwise would be 
wasted, and in this way secure max- 


imum production of steam from the 
boiler. 

The boiler will be supplied with 
feed water by a duplex, outside end 
packed plunger pump controlled by 
a pump governor, discharging with 
constant pressure to a feed water 
regulator on the boiler. The water 
circulation is quite positive, the cold 
water being introduced into an out- 
side leg, just under the steam drum, 
circulating down to a settling cham- 
ber and from there to the fower tube 
head, where it rises around the tubes 
as it is heated by the blast gases, 
with large connection at the top to 
liberate the steam as fast as gene- 
rated into the steam drum, thus com- 
pleting -the circuit. Among other 
items included in the contract are the 
labor of removing the old generators 
and two old scrubbers from the pres- 
ent room, one new seven foot six 
inch diameter water tube condenser 
and the pipe lines to connect same to 
present. condenser. 

To further increase the gas mak- 
ing equipment of the sets and to 
properly balance the large generators 
and reversing valves, contract has 
also been placed for enlarged con- 
nections of steel to be placed be- 
tween carbureter and superheater of 
each old set. 

The engineering work in preparing 
these improvements was done by the 
United Gas & Electric Engineering 
Corporation of New York City. The 
contract for furnishing and erecting 
the new material has been placed 
with the Westrn Gas Construction 
Company. 





Des Moines Rate in Question 


Des Moines, lIa.—Corporation 
Counsel John J. Halloran was em- 
powered last week by the city 
council to enter into negotiations 
with the Des Moines Gas Com- 
pany for a flat rate reduction. 

This is said to mean that the city 
will refuse to consider the com- 
pany’s offer for a 5 cent reduction 
made several days ago, which 
would reduce the rate from $1.24 
to about $1.19. 


$150,000 Plant for 1,000 
Consumers of Gas 


Moorhead, N. D.—Estimates 
just received from H. R. Hayden, 
assistant engineer of the Wiscon- 
sin Railroad Commission set the 
approximate costs of a municipal 
gas plant in Moorhead at $150,000. 
The estimate was based on the 
basis of 1,000 consumers of gas. 








Brooklyn Gas Profits Running 
$25 a Share 


Under the above heading the /Vall 
Street Journal on Nov. 1 printed the 
following: 

Brooklyn Union Gas earnings are 
breaking all records. In _ eight 
months ended Aug. 31 they equalled 
$15.60 a share on 180,000 shares. 
This is at an annual rate of $23.40 a 
share. 

Full year’s earnings, however, 
should exceed $25 a share, as the 
last four months are among the 
biggest. 

Some effect will be noted, as re- 
sult of the 10 cent reduction in rate 
effective Oct. 1. However, reduc- 
tion was accompanied by a change in 
gas standard from candle-power to 
heat units. It will not be translated 
into a lowering of profits by 10 cents 
a.thousand cubic feet because under 
heat unit standard a saving of about 
5 cents a thousand cubic feet will be 
made in manufacturing costs, due to 
smaller amount of gas oil required. 

Brooklyn Union’s earning state- 
ment for first eight months of 1922, 
submitted in connection with listing 
of its bonds and debentures on New 
York Stock Exchange, is the first 
earning statement by either of New 
York’s two big gas companies since 
the Supreme Court declared 80 cent 
gas law invalid. It includes all sums 
collected for gas sold, while previous 
statements, since higher rates were 
first charged under temporary in- 
junctions, showed only legal rate of 
80 cents, pending final decree. 

Therefore, some line can now be 
had on earnings of Consolidated 
Gas. From eight months’ statement 
of Brooklyn Union it is evident that 
Consolidated Gas is enjoying the big- 
gest profits from the gas business in 
its history. In addition, it has con- 
tinued big profits of New York Edi- 
son. This means that Consolidated 
Gas Company’s gas operations are 
on a profitable basis for the first time 
in over five years and will be added 
to the huge profits of New York Ed- 
ison. In recent years it has been 
Edison earnings which have permit- 
ted Consolidated to maintain its div- 
idend. 

Brooklyn Union’s eight months’ 
report showed net profits available 
for dividends of $2,819,393 after all 
deductions for bond interest, taxes, 
amortization and maintenance of 
plant and equipment. This was 
equal to $15.60 a share on 180,000 
shares,- indicating that Brooklyn 
Union is earning its $8 annual divi- 
dend every four months. 
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One noteworthy item was miscel- 
laneous revenue of $505,287 for 
eight months, representing profits 
from sales of appliances, fixtures 
and other sources of income. This 
indicates company is enjoying a sub- 
stantial expansion in number of gas 
appliances in its territory. 

Financial position also shows con- 
siderable improvement, working cap- 
ital increasing more than $2,500,000 
from the close of 1921. As of Aug. 
31 last, it stood at $9,358,774 con- 
trasted with $6,795,129 at- close of 
1921. On Aug. 31, the company had 
no bills payable, while at the begin- 
ning of 1921 it owed $3,280,000. Ac- 
counts payable were reduced by 
$120,000 in same period to $873,108. 
Effect of sale of $6,000,000 deben- 
tures and larger income from gas 
sold is shown in cash item of $8,412,- 
904 on Aug. 31 compared with $1,- 
103,604 cash on hand end of 1921. 

These changes in working capital 
items show Brooklyn Union made 
good use of its increased revenues 
and accomplished quite a little in a 


short period by the big reductions _ 


in current liabilities, while resuming 
its old $8 dividend rate. 

Another result of Supreme Court 
decision is seen in profit and loss sur- 
plus of $6,124,789. As of Dec. 31, 
1921, company showed a profit and 
loss deficit of $3,427,425, entirely 
due to carrying as a debit the $7,- 
701,490 collected in excess of the 80 
cent rate. When the Supreme Court 
decided in favor of the company 
necessity for carrying this sum as a 
debit was removed. 

Gas sales for the first eight months 
were 11,708,887,232 cu. ft. or an av- 
erage of about 1,500,000,000 cu. ft. 
monthly. With bigger consuming 
months to be included, it is safe to 
assume the company will close 1922 
with sales exceeding 18,000,000,000 
cu. ft. indicated by monthly average 
in first eight months. In September 
there was a gain of 7 per cent in 
sales over 1921 and with thousands 
of consumers using gas for heating 
to replace coal, Brooklyn Union 
should come close to duplicating 
sales of 1920, the largest thus far, 
when 19,724,000,000 cu. ft. were 
sold. It is certain that 1922 sales 
will go well above the 17,651,844,- 
000 cu. ft. sold in 1921. 





To Cut Rate in Newport, R. I. 


Newport, R. I.—The aldermen 
of this city announced last week 
that gas rates to consumers will 
undergo a reduction, effective this 


month, and that the gas company 
has agreed to establish a quality of 
gas of 530 B.t.u. per cubic foot. 
In addition, it was said that the 
company will make a survey of its 
mains to determine pressures; will 
install a testing station and will 
make tests at least six times daily 
as to quality and pressure, tabu- 
late the results«and make a month- 
ly report to the aldermen, and will 
establish pressure stations to main- 
tain uniform pressure in all parts 
of the city. 





King Joins Quigley 

M. F. King, formerly of the 
Kings Refractories Company, has 
joined the sales and service depart- 
ment of the Quigley Furnace Spe- 
cialties Company. Mr. King-brings 
to the Quigley organization the 
benefit of his wide experience in 
the application of refractories and 
high température cements, and 
will devote his attention to service 
and sales work in New York Citv. 


Duluth Plans Big New 


Reservoir 

Duluth, Minn.—A 500,000 or 1,- 
000,000 cu. ft. Bas reservoir is 
planned for the city of Duluth in 
the vicinity of Thirty-fourth Ave- 
nue East. The cost will come to 
$100,000 or $150,000. 

It will be a steel structure. There 
are two in the city now, one on 
Garfield Avenue and one on Fifty- 
eighth Avenue West. 








Erecting Purifiers at 
Lynchburg 


Erection work is now proceed- 
ing rapidly on the new purifier 
equipment being built at plant of 
the Lynchburg Traction & Light 
Company. The work is being done 
by the Western Gas Construction 
Company. 


Adding to Plant 


An additional order has been 
placed for a large operating floor 
to be built for the new Western 
eleven-foot set at the plant of the 
Houston Gas & Fuel Company. 
This order was placed with the 
Western Gas Construction Company. 


Toledo Purifiers Completed 


Erection work has been com- 
pleted on the two gas purifiers re- 
cently built for the Toledo Edison 
Company by the Western Gas 
Construction Company. 











Financial Statements 

The Gulf Oil Corporation an- 
nounces its plan for recapitaliza- 
tion. To reduce the par value 
from $100 to $25 and the distribu- 
tion of a 200 per cent stock divi- 
dend. The net earnings of the 
company for the first nine months 
of this year are estimated at $100 a 
share on the 361,451 shares of old 
stock outstanding. 





* 

Producers and Refiners for six 
months ended June 30, 1922, shows 
net operating revenue of $1,914,- 
747. After deducting all charges, 
including interest, depreciation, 
depletion and taxes, and after pre- 
ferred dividends for the period, 
surplus available for common stock 
was $1,119,309. This is at annual 
rate of about 12 per cent on out- 
standing common and the best 
showing in its history. 


The Indiana Pipe Line Company 
declares its regular quarterly divi- 
dend of $2, payable Nov. 15 to 
stock of record Oct. 20. 


The Royalty and Producers Cor- 
poration is progressing nicely. 
The income for 1921 almost en- 
tirely from royalty interests ‘'to- 
taled $61,530 and for six months of 
1922 it is $52,530. 


The Turman Oil Company, hav- 
ing declared an extra 2 per cent 
dividend for the current quarter, 
payable Oct. 20 to stock of record 
Sept. 30, the same dates applying 
to the regular 1 per cent dividend 
for September, will bring the total 
payments for the quarter up to 5 
per cent. 


Indiahoma Refining earnings in 
August, after interest, before de- 
preciation, depletion and tax, were 
$177,000, while for the first eight 
months they were at the annual 
rate of about $1.10 a share on 1,- 
000,000 shares of $5 stock, before 
the same deductions. 





Want Rates Reduced 

San Francisco, Cal.—The city of 
Redlands has filed a complaint 
against Southern California Gas 
Company alleging that the rates of 
the latter are excessive and out of 
relation with rates charged in com 
parable localities. The commission 
is asked to fix rates. 
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Some Coal Facts 


Anyone interested in arriving at 
some real facts coneerning the coal 
industry of this country would do 
well to read the article by George H. 
Cushing, former editor of the Black 
Diamond, in the September issue of 
the Review of Reviews. 

Borrowing from Mr. Cushing’s ar- 
ticle, we find: 

“Things have been going wrong 
in the coal industry for a long time. 
The making of needed adjustments 
has been postponed too long. Now 
it looks like a rebuilding. job. 

“Operators have created enough 
mines to produce upward of 900,- 
000,000 tons of bituminous coal per 
year. They have a demand for less 
than 600,000,000 per year. 

“We entered the war with less 
than 6,000 bituminous mines. We 
came out with 11,000 mines having 
private railroad sidings and with 
about 14,000 so-called ‘wagon 
mines’—those not connected di- 
rectly with a railroad. 

“Railroads are, by law, required 
to rate each coal mine. If the bi- 
tuminous coal mines should ship 
in any year the full amount of their 
‘rated capacity,’ they would pro- 
duce a little more than 19,000,000 
tons per week. 

“The bituminous mines have 
never actually shipped as much as 
14,000,000 tons in any week. They 
could not possibly sustain, for: six 
weeks. a movement of 12,000,000 
tons per week without crowding 
other traffic off the rails.” 

This situation does not exist in 
the anthracite fields, for, according 
to the article, it has been nearly 
seven years since a new mine was 
opened; production about at its 
peak, with the demand increasing. 





Some Oil News 


The new officers of the Kinney 
Coastal Oil Company are Karl C. 
Schuyler, president; C. A. Fisher, 
vice-president; J. L. Warren, trea- 
surer and H. T. Severns, secretary. 


The Kinney Coastal Oil. Com- 
pany has acquired 70 per cent of 
the stock of the Iowa-Wyoming 
Oil, Company, the owner of 960 
acres embracing the entire struc- 
ture in the Bolton Creek field, 
about thirty miles south of Casper 
and plans are under way for the 
construction of a pipe line to Cas- 
per. The Midwest Refining Com- 
pany will buy the oil. 


Paying for Service 

Do your gas patrons know they 
are paying for service as well as 
gas? 

Recently there has been a move- 
ment started to charge a higher 
price for the first 1,000 cu. ft. of 
gas used, and to also have a fixed 
charge for service, whether gas is 
used or not. 

Most gas workers know that a 
big percentage of those who enjoy 
natural gas do not pay for the 
privilege of being on the lines. It 
costs a gas company a considerable 
amount per patron each month, 
just to read meters and keep them 
in repair, keep accounts and render 
bills, inspect service lines and pay 
the many other expenses necessary 
for the giving of proper gas ser- 
vice, without including any part ot 
the cost of the gas, or of deliver- 
ing it. 

‘These costs must be met and 
paid for before the gas company 
makes a cent of profit on the sale 
of gas. . lt would be interesting to 
let your patrons know that your 
company must collect, say, about 
$1.50 on gas sold before any profit 
is made. The patron who only has 
a monthly gas bill of $1.50 is get- 
ting his gas for nothing, so far as 
it benefits the company. 

If we can place a charge on the 
first thousand cubic feet used, to 
take care of this necessary over- 
head expense, our rate making 
problems will be simplified. 

The Oklahoma Utilities Com- 
mission has set a good example by 
authorizing a charge of $2 for the 
first 1,000 cu. ft. used each month, 
and a number of Ohio municipali- 
ties are putting into effect this 
equitable plan. 

A recent notice of change in 
manner of rate making by the 
Coshocton Gas Company proposed 
a rate as follows: 

Rate.—First 1,000 cu. ft. used 
per month per meter, $1.55 per 
thousand. All over 1,000 cu. ft. 
used per month per meter, 50 cents 
per thousand cubic feet. 

A discount of 5 cents per thou- 
sand cubic feet to be allowed on all 
bills paid on or before the tenth 
day of each month for gas used 
during the previous month. 

Minimum Charge——When the 
regular monthly meter reading at 
any time shows less than 1,000 cu. 
ft., or shOws no reading, a mini- 
mum charge of $1 shall be made 
and the cubic feet of gas shown by 
the meter if any shall be added to 
the next month’s meter reading. 


The business of distributing gas 
is not the same as selling merchan- 
dise over the counter. People must 
be taught that gas is manufac- 
tured, delivered and used before 
being paid for. They should also 
learn of the great expense neces- 
sary for gas production and dis- 
tribution, just on the chance that 
gas will be used by those who have 
meters. 

If it is brought home to patrons 
that each meter, whether used or 
not represents a monthly expense 
and outlay to your company, and 
that such expense must be distrib- 
uated equitably to all those having 
meters, the majority of users will 
look with favor on a plan whereby 
each patron pays for his own share 
of the expense. If it costs $1.50 to 
serve him he would prefer to pay 
it, rather than $2 higher gas bills 
and in so doing help pay for gas 
service to the parties who appre- 
ciate it so little they do not even 
use the gas. 

This new plan should be devel- 


oped. It means safe financing and 
preparedness for service.—Natural 
Gas. 





Anent the Conservation of 


Natural Gas 


Michael F. Foley, of Casper, 
Wyo., has been appointed by the 
Salt Creek Conservation Commit- 
tee, as superintendent for the as- 
sociation. Mr. Foley’s duties will 
be to see that the amount of oil 
taken by the pipe lines is fairly 
distributed among the producers; 
to keep in touch with development 
work in the field so that the com- 
mittee may be promptly advised 
of the failure of any operator to 
abide by the agreement adopted at 
the meeting Sept. 20; to co-operate 
with producing companies to the 
end that the policies of conserva- 
tion may be equitably worked out. 

The headquarters of the associa- 
tion are 408 Oil Exchange Build- 


ing, Casper, Wyo., and James P. 
Kem is the secretary. 





Gas News from Montana 


The Mid-Northern Oil Com- 
pany, Montana subsidiary of the 
Midwest Refining Company, is re- 
ported as having struck a 1,000,000 
ft. gas flow in a test well being 
drilled near Ringling, Mont. 
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Sales Getting Advertisement 
The J. A. Battin Stove Supply 

Company, of Denver, via the news- 

papers, are advertising thus: 

“We furnish everything for re- 
pairing your cooking or heating 
plants—except the profanity. 

“No cuss words needed if you 
use our perfect fitting materials: 


“Stove repairs. 
Furnace repairs. 
Boiler grates. 
Furnace pipes. 
Registers. 

Heat regulators. 
Fireplace grates. 
Fireplace screens. 
Fireplace andirons. 
Polish and cement. 
Stoves. 

Furnaces. 
Enameled ranges.” 


The advertisement does not take 
up much space, therefore it is not 
costly, presents the goods in a 
readable manner, is a dandy re- 
minder and will get the sales. 


Big Sale of Gas and 


Combination Ranges 

The Security Stove & Manufac- 
turing Company, of Kansas City, 
Mo., has opened a salesroom in 
Denver and is selling gas and gas- 
coal ranges priced from $50 to $180 
at $25 to $90, the sale being her- 
alded as a 50 per cent off. 

“We are open evenings until 
*.30; our automobiles will call for 
you and take you home, with no 
obligation. Terms if desired. Strict- 
ly high-grade stoves, fully guaran- 
teed. You will never get another 
opportunity to buy at these factory 
prices again.” So runs the adver- 
tisement carried in the newspaper. 


To Drill for Oil in Colorado 


Geologists say that there is oil 
in abundance in a plot of Colorado 
ground eighteen miles long and 
seven miles wide, twenty-one miles 
southwest of Trinidad, Col. 

The Abeyta Oil & Gas Company 
has placed a derrick and will soon 
drill. 

In connection with this field, it 
is claimed that there are two gas 
wells which have been delivering 
natural gas for more than twenty 
years, and no doubt this is the 
basis for the experts’ deduction. 

Trinidad is a city of about 15,000 
people and is growing. If more 








gas is unearthed and no oil, the 
mission will not be in vain. 


Use of Gas in Small Industries 
Grows 


The demand of so-called smaller 
industries for fuel gas—a share of 
the expanding field of gas in manu- 
facturing noted for a long time— 
continues to manifest itself. New 
concerns are adopting it in addition 
to the many representing familiar 
trades. In all cases marked im- 
provement in processes has fol- 
lowed, likewise an improvement in 
the product. 





Water Gas Machine for 
Kankakee Plant 


The Gas Engineering Depart- 
ment is working on the installation 
of a water gas machine at the 
Kankakee gas works of the Public 
Service Company of Northern IIli- 
nois. It will have a capacity of 
about 300,000 cu. ft. The demand 
on the plant has shown a large in- 
crease. 





Montana Oil 


Reports by the Mutual Oil Com- 
pany to the State Public Service 
Commission shows that for nine 
months 1,515,551 bbl. of oil have 
been taken from the Cat Creek 
field, and the total from the field 
since Jan. 1, 1921, is 2,870,735 bbl. 
Pretty Pussy! 





New Gasoline Plant 


W. E. Lockhart, vice-president 
of the Producers & Refiners Cor- 
poration, says that he is confident 
their new refinery being built on 
the Union Pacific Railway near 
Wyoming will be making gasoline 
by January. 





Denies Injunction in Gas Rate 


Fight 


Supreme Court Justice Mitchel 
May in Brooklyn has denied appli- 
cation for an injunction and dis- 
missed the complaint against the 
New York & Richmond Gas Com- 
pany, brought by Michael Hagger- 
ty, New Brighton, S. I. He held 
that the Public Service Commis- 
sion has full power to deal with the 
subject matter complained of — 
rates. 

Haggerty sought to restrain the 
gas concern from collecting $1.25 
per thousand cubic feet of gas and 
a service charge of 5 cents month- 





ly, which the plaintiff declared was 
excessive. 

Justice May in his decision said, 
“There is no proof before the court 
that the present rate is exorbitant. 
As rate making is no function of 
the court and as the Public Service 
Commission has full power to deal 
adequately with the situation and 
now has the subject under investi- 
gation, | cannot see how the plain- 
tiff has made out a cause of action 
in his complaint. 

“Courts will always safeguard 
the consumer against arbitrary 
power of the commission, but since 
this situation is not now present- 
ed, it cannot be considered.” 





Experimenting with Gas 
Fired Furnace 


Herman Russell, vice-president 
and general manager of the Roch- 
ester Gas & Electric Corporation, 
has announced that experiments 
have been started with a new gas 
furnace, which if as successful as 
the company hopes, will be offered 
to the Rochester public. The ex- 
periments will be under the direc- 
tion of John Allington, gas engi- 
neer for the company. 

The plan of the company is to in- 
stall some of the furnaces in the 
homes of their employees and then 
to check up the results in the mat- 
ter of consumption, expense and 
heating results. 

Mr. Russell declared that the 
heating efficiency of a ton of an- 
thracite was 20 per cent and the 
user got 300,000 effective heat 
units for every dollar spent at the 
present price of coal. Extensive 
experiments carried out with gas 
furnaces in Denver, Col., showed 
that the heat efficiency was 66 per 
cent and the users received 360,000 
effective heat units per dollar ex- 
pended. 

The plan of the Gas & Electric 
Corporation is to put on the mar- 
ket a gas furnace which can be in- 
stalled next to the regular coal 
furnace and in conjunction with it, 
to compare expense and heating 
value. 





From all oil field sections in 
Oklahoma, Wyoming and Mon- 
tana much progress and new wells 
are reported brought in. Looks 
like everybody is hurrying to get 
what they can ere the winter 
weather hovers. Oil has been found 
on the Teapot Dome, just as every- 
body expected it would be. 
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The Union Gas Company Is 
Organized in Arkansas 

El Dorado, Ark.—The Union 
Gas Company is the name of a new 
company organized for the purpose 
of furnishing fuel gas to operators 
in the north field composed of J. 
W. Olvey, Edwin M. Jones and H. 
R. Dickerson. Mr. Olvey and Mr. 
Jones are both well known opera- 
tors in the El Dorado field, having 
drilled a number of wells in the 
south field before commencing op- 
erations in the north field, and Dr. 
Dickerson has been connected with 
the gas department of the Natural 
Gas & Petroleum Corporation for 
some time. 


Tying Up Dead Ends 

Pittsburgh, Pa—Work of tying 
up all ends of natural gas mains 
in Sharon and Farrell has been 
completed by the United Gas Com- 
pany. It is contended that the ty- 
ing up of the dead ends will benefit 
the service greatly. On many 
streets there have been lines run- 
ning only part way. This left dead 
ends, which have now been joined 
to the next nearest street line, giv- 
ing a continual flow through the 
pipes. 

In addition to these extensions, 
much other work has been done in 
the district. Eight new stations, 
including two main stations, have 
been built. 








Worcester Gas Company Cuts 
Rate 

Worcester, Mass.— Formal an- 
nouncement of an expected reduc- 
tion in the Worcester gas rate was 
made last week by officials of the 
Worcester Gas Light Company. The 
new rate will be $1.40 per thousand 
cubic feet, a drop of 10 cents from 
the present $1.50 rate. The reduced 
price will apply to all gas consumers 
on and after Dec. 1. The rate cut 
will mean a saving of $100,000 a 
year to consumers, according to Clif- 
ford F. Paige, general manager of 
the company, who made the an- 
nouncement. The reduction, he said, 
did not affect the 35-cent service 
charge now in. operation. In an- 
nouncing the reduction Mr. Paige 
said: 

“The decision is simply carrying 
the intention of the company, an- 
nounced frequently in the past year, 
to reduce cost to the consumer. That 
time has now arrived. We realize 
that fuel cost is still abnormally high, 
but we are optimistic in hoping that 


no unexpected situation will arise to 
increase cost still further. Should 
the unexpected happen and fuel go 
to extreme prices, the date of the 
lower rate might have to be deferred. 
But we do not anticipate such a 
situation.” 





Empire Gas & Fuel Election 


Denver, Col—The Empire Gas 
& Fuel Company have elected the 
following executive committee: 
Henry L. Doherty, chairman; W. 
A. Jones, Warren W. Foster, Louis 
F. Musil, Milan R. Bump, H. L. 
Stuart, Waddill Catchings, Cas- 
mir L. Stralen and Herbert Leh- 
man. The new board is: Henry 
L. Doherty, chairman; H. R. 
Straight, H. O. Caster, Ray C. 
Russum, H. L. Stuart, Waddill 
Catchings, Casmir L. Stralen, 
Herbert Lehman, Milan R. Bump, 
Warren W. Foster, Harry D. 
Frueauff, W. A. Jones, Louis F. 
Musil, John M. McMillin and W. 
A. Sinsheimer. 


Gets English Coke to Make 
Gas Here 


Athol, Mass.—Fifty tons of 
English coke received recently by 
the Athol Gas & Electric Company 
will be used in making gas for the 
town, officials of the company 
have announced, as a _ substitute 
during the anthracite coal short- 
age. Tests have been made of the 
coke and officials have found that 
practically the same quality of gas 
can be produced by using consid- 
erably more coke, as by the use of 
customary hard coal. 








Gas Company Increases 
Capital 

Ogdensburg, N. Y.—Announce- 
ment was made this week of the in- 
crease of the capital stock of Og- 
densburg Gas Company from $100,- 
000 to $150,000. During the last 
week notice was given of increased 
capitalization of power and light 
companies in Ogdensburg, Potsdam 
and Massena, these corporations and 
the Ogdensburg Gas Company all 
being allied with the Aluminum 
Company interests and F. A. Stough- 
ton, of Potsdam, being president of 
each company. While no official 
statement has been issued in refer- 
ence to the increases, it is under- 
stood that the new issues cover ex- 
traordinary plant improvements and 
extensions undertaken during the 
last season. 


To Vot on Gas Project 


Shelby, Mont.—Petition for a 
franchise for the supplying of Shel- 
by with electric light and power 
and gas was presented before the 
last meeting of the city council by 
the Great Falls Gas Company and 
will be referred to the voters of the 
city at the November election. The 
petition was presented by F. P. 
Williams, head of the investment 
department of the William A. 
Baehr organization, which controls 
the Great Falls Gas'Company. He 
was accompanied by 5S. D. 
Fletcher, manager of the Great 
Falls Gas Company. 

The gas franchise asked for 
would be largely in anticipation of 
the obtaining of natural gas from 
the wells drilling in the field. .The 
company would enter the market 
for this gas and would pipe it to 
the city from the wells. The pipe 
lines would be laid on top of the 
ground to cut down expense in 
handling. 





Gas Heaters Popular in Dallas 


Dallas, Texas.—The first touch 
of winter sweeping down Dallas 
last week boosted the gas con- 
sumption fully 25 per cent over 
normal usage, according to H. C. 
Morris, president of the Dallas Gas 
Company. Thousands of gas heat- 
ers were lighted during this period, 
with remarkably few reports of 
bad connections or trouble with 
stoves. Mr. Morris said. 

“The Lone Star Gas Company, 
which supplies gas for Dallas and 
its environs, announces that there 
is little likelihood of shortage this 
year. With more than $1,000,000 
expenditure for extensions and 
high compressors over the system 
they should be able to meet the 
demand here, and we are not look- 
ing for low gas pressure or other 
troubles,” Mr. Morris said. 





Welsbach Lamps for Street 
Lighting 


The following places installed 
additional Welsbach gas street 
lamps during the month of Sep- 
tember: Kenmore, N. Y.; 
Worcester, Mass.; Yonkers, N. Y.; 
Palmyra, N. Y.; Springfield, Ohio; 
Washington, ae ; Orange, N. J: 
Glenridge, N. J.; St. Louis, Mo.; 
Camden, N. J.; Boston, Mass.; 
Baltimore, Md., and Memphis, 
Tenn. 





